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Good Business Ahead 


FU VHE coming year promises 
good business for the 
merchant who is able to 

meet competition, not in prices, 

but in merchandising ideas and 
in efficient methods. The many 
letters recewed by HARDWARE 

AGE clearly indicate that mer- 

chants are getting real practical 

help from its columns. Have 
you obtained the most from 
your copies? Each week a staff 
of editors are gathering ma- 
terial for your assistance. Rip 
the wrapper! Get at the money 
making information contained 
between the covers of ‘your 
favorite trade paper—Harp- 

AGE, and be among the satis- 

fied merchants when another 

year closes. 


What They Say About Us 


I have been enlightened very much 
by your articles published in the 
Harpware Aor, especially those 
dealing with the retail hardware 
clerk, and also the writings by Mr. 
Soule. I get a lot of real good in- 
formation by studying the adver- 
tisements that are advertised in the 
HArpWARE AGE. : 

Yours very truly, 
(Signed) G. D. Smira, 
Clio, Ala. 





We have taken your HARDWARE 
AcE for a good many years. It’s 
very interesting and instructive, and 
we get some very good ideas out 
of it. 

Very truly yours, 

Mitts BrotHers, 
Carbondale, Pa 





I like Harpware AGE very much. 
Inclosed find check for subscrip- 
tion. Thank you. 
Very truly yours, 
(Signed) W. A. BuEnRer, 
Milwaukee, Wis. 








Contributing Editor: SAUNDERS NoORVELL 
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To amy 


The Greatest 
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_ and other hazards of the road—all 





Success 
Mansfield 
Has Ever 
Produced 


E knew from the start that the 
“Double Service” was going 
to be an outstanding success. 








Its extra size—its extra strength—its 
extra ruggedness—the extra safe- 
guards it offered against blowouts 


pointed to one thing— 


SUCCESS! 


It was the finest tire that Mansfield had ever 
built. Nearly twice the ordinary amount of 
rubber. More and heavier cords. Double 
cushion breaker strip. Thick deep cut tread 
—as nearly puncture proof as a pneumatic 
tire could be. A tire that was destined to 
measure its service in years instead of miles. 





When you can offer your customers a tire 
like this, at only slightly more than average 
price, your business is bound to increase. 


We have had to build a large addition to 
our factory to satisfy the demand for the 
Mansfield “Double Service”—a certain in- 
dication that Mansfield dealers are selling 
more and more of these better tires— and 
are making bigger profits. 


THE MANSFIELD TIRE & RUBBER CO. 
Mansfield, Ohio 
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By Liew S, SOULE 


Main Streets or Museums 


HE year of 1928 is on its last legs. Already 

the shadow of 1929 is on the business door- 

step. In a few brief days the old year will be 
past history, brushed aside by the moving hands of 
time. 


Changes come quickly in this day and age. There 
is only a hair line between the past and the future. 
Antiques are now made in a day rather than a cen- 
tury. Business methods become obsolete overnight. 
Traditions are no longer reliable business or social 
guides. We are in an age of quick thinking and 
quick acting. 

Just a few months ago a big industrial organiza- 
tion remodeled one of its plants. Two of the old 
cumbersome walking-beam engines were replaced 
with the latest power producing appliances. Those 
old engines were in good repair; they were func- 
tioning as well as they had ever functioned—but 
that was not well enough. 


Where do you suppose those old engines went? 
T'o a museum. One day they were active physical 
agents, doing their work in the same methodical 
way they had been doing it for years. The next 
day they were on their way to a museum to be 
looked upon as relics of a past age. 


There’s a business lesson in the fate of those en- 
gines. When they were originally installed they 
were the last word in power efficiency; a source of 
pride and profit to those who owned and operated 
them. Every day they turned out the power which 
was expected of them—the power to which they 
were gaged. 


Times change. Machines change only in age and 
wear. And, so, changes came in the field for which 
those engines were adapted. More power was 
needed, more efficiency, more production, greater 
economy. But the poor old engines could not 
change.. All they could do was to go through the 
same old motions in the same old way, gradually 
falling behind the procession of progress. 


If those engines had possessed the power of 


thought they would in all probability have reasoned 
to themselves: “We are doing a good job and 
turning out our full quota of work. This should 
be a life-time job.” They might even have held to 
that thought until the wreckers came to wrench 
them from their foundations and start them on the 


‘way to the house of curios. How fittingly it all il- 


lustrates the implacable swiftness of the age in 
which we live, and the ruthless way in which mod- 
ernness and efficiency crowd out the inefficient and 
out-of-date. 


There are independent merchants in this country 
today—too many of them—who remind us of those 
walking-beam engines. They are going through 
the old store-keeping motions of ten, twenty or 
thirty years ago. Perhaps they, too, are saying to 
themselves: “We are doing our work in strict ac- 
cord with our traditions. This should be a life- 
time job.” 


So it should be. So it can be. So it will be 
if traditions are discarded and modern methods in- 
stalled. Unlike machines, these merchants are men, 
with brains to think and mental power to plan. 
Many of them need only the realization of condi- 
tions and the will to progress. For those who re-_ 
alize, but lack the will to change, there is little 
hope. They are only waiting for the wreckers. 


And, so, as you face the new year, take an inven- 
tory of your business and yourself. Calmly and 
dispassionately analyze that inventory in the light 
of modern competition. If your stock of efficiency 
and progress is below that of the average, make it 
your New Year’s resolution to build it up above 
par. Resolve to make your store a necessity to the 
people of your community and keep it so. Therein 
lies your business safety and your business profits. 
Within a few short years the store of yesterday will 
be a much of a curiosity as the old walking-beam 
engine. May your New Year be a happy one, 
wherein your business is scheduled, not for the 
museum, but for a long and prosperous run on 
Main Street. 
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How Henry White Increased His 
educed Overhead 


an 


N 1916, Henry White 
opened his store in 
Adrian, Mich.; his 

first year’s business 
was $6,000. In_ twelve 
years’ time the business has 
increased until last year’s 
volume was $129,000. 
How was it accomplished ? 
Mr. and Mrs. White 
talked over their “over- 
head” problem and came to 
the conclusion that their 
overhead was far too high, 
and that “if you cannot 
make your business fit your 
overhead, you had _ better 
make your overhead fit 
your business.” Their 
overhead was accordingly 
reduced from 22 per cent 
to from between 12 and 14 
percent. Mr. White thinks 
this is the smallest over- 
head, for a store of their 
size, to be found anywhere. 
The lowered overhead was accomplished by “‘paying 
attention to business,” seeking to eliminate all unneces- 
sary expense. Buying is given careful attention. Goods 
are bought in large enough quantities to supply the 
demand, but care is exercised to avoid overloading. 
Big discounts and special prices are not considered an 
inducement, unless a quick turnover is assured. When 
mistakes are made and unsalable goods are purchased, 
they are sold at any price they will bring, to make room 
for goods that are salable. The White store is de- 








HE front section of the housefurnishings department of the White Hardware Co., Adrian, Mich., under 
the direction of Mrs. White. has a strong appeal to women customers. 


partmentized. Each salesperson has charge of a speci- 
fied section or department, and is made responsible for 
it. Stock shortages are promptly reported and refilled. 

Believing that hardware merchants are usually im- 
posed upon, from a delivery standpoint, by customers 
telephoning for a box of carpet tacks, etc., Mr. White 
has made it a rule to inform the customers when they 
telephone such orders that “We will be forced to make 
a delivery charge of 5 cents.” Often they reply that, 
“In that case, I'll wait and stop in for it later,” or they 
will think of some other article in the 
hardware line that they need, and order 
it in conjunction, thereby avoiding pay- 
ing delivery charges. 

Henry reasons that hardware mer- 
chants should logically combat chain 
store competition with their own 
weapons, namely, price, good show 
windows, modern open display and 
neat, attractive store arrangement. 
With regard to the price question, he 
says: “The average overhead of chain 
stores is 39 per cent. My overhead is 
from 12 to 14 per cent. Chain stores 
buy cheaper, but their overhead is 
higher.” 

Over a year ago Henry thought it 


R. and Mrs. White and son Nelson are 
all intensely interested in the hard- 
ware business. Here they are pictured in 
the business office of their successful store. 
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NE of the most energetic 
young men in the hard- 
ware business is Nelson 
White, whose show cards 
attract attention and influ- 
ence many sales by their 


Volume a tee, be 


best to place his busi- 
ness on a cash basis. 
He inserted advertise- 
ments in the news- 
papers stating: “Be- 
lieving that changing 
business conditions 
should bring changed 
business policies, I 
have resolved to sell 
for cash, and cash 
only, starting Octo- 
ber the first.” At the 
same time he thanked 
his customers for 
their former patron- 
age, and hoped that 
he would continue to 
receive their business. 
Little trouble was 
experienced in the change of policy. In a few 
instances it aroused the customers’ animosity 
when they learned that Henry meant it, and the 
cash rule included everybody. However, in ev- 
ery instance the customers became reconciled, 
and in a short time he was enjoying their trade 
as usual. More than one customer complimented 
Henry on the change, saying: “I’ve wondered why 
you didn’t do it before. I always pay cash and don’t 
believe in paying excessive profits to keep up bad 
accounts.” On one occasion the wife of a very wealthy 
customer became very angry when she learned that she 
must pay cash, declaring: “I’ve never been refused 
credit before anywhere.” Mr. White made an even- 
tempered reply that he was very sorry she felt offended, 
but that they had deemed 
it best to sell only for 
cash, and that everyone 
must abide by the rule. 
After the lady had de- 
parted one of the “boys” 
in the store was heard to 
remark to a brother sales- 
man, “I’ll bet she never 
tried to get anything 
charged at Woolworth’s.” 
Henry thinks that a 
merchant who offers 
“poor business  condi- 
tions,” as an alibi for 
small volume hasn't 
reached the real seat of 
the trouble. Folks al- 
ways need hardware, he 
reasons, and if they are 
not buying it at your 
store someone else is get- 
ting their trade. “You 


have to keep on your toes and stay abreast of the times.’ 

Specials or leaders are used to good results. by Mr. 

White. A few popular articles are regularly sold at 

less than usual prices. In fact, one or two of the items 
(Continued on page 66) 


EFT side of the main floor 
of the White Hardware 

Co. The able sales force and 
the White family are here as- 
sembled for the photographer. 
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uccaneers of Trade 


By Saunders Norvell 


HIS is my last article of the passing year. I 

wonder if I may be allowed to write my thoughts 

frankly and fully, without being too severely 
criticized ? 

Recently I made a trip out West, visiting in turn a 
number of large cities. In the first city I reached the 
buyer took me up into a little quiet room, and when we 
were seated he remarked, “Just before the election, and 
since the election, business on a certain line has not 
been so good. Now, we are maintaining the price on 
this line, but judging by our sales some of our com- 
petitors must be cutting and we are losing the business. 
Now, if you happened to be in our place, would you go 
on maintaining these prices or would you cut loose and 
gather in the orders?” I will not tell you my answer. 

The next town I visited the buyer also took me into 
his private office and he told me exactly the same story, 
and he asked me exactly the same question. These two 
cities were just a night’s ride apart. 

That night I took the train and next day I was in 
another city. The buyer of a jobbing house in this 
city took me to his office and he said the same thing. 

Then I went to another city, just a night’s ride away, 
and here I met the buyer of a very large house.. He 
told me exactly the same thing. 

Now I am going to tell_ you what I told this last 
buyer. I told him I had visited so many cities; I had 
met so many buyers, and every one of them told me 
that business on this particular line was off, and they 
all thought it was off because the other fellow in the 
territory was cutting the price. 

“Now,” I said, “did it ever occur to you that possibly 
the weather, or something else, has affected the sale on 
this line, and possibly nobody has cut the price, but 
there is just a natural recession in business, and there- 
‘fote it is not necessary for anyone to cut the price in 
order to get business, simply because more business 
isn’t there?” No; he had not thought of that, and he 
was glad to know that all these jobbers were not doing 
any better than he was doing on this line. 

Now, the above is a simple statement of facts, but it 
seems to me it has its moral. According to the manner 
in which we do business here in the United States, in 
most industries we do not know whether we are losing 
business, because our salesmen are not working, because 
our prices are not right, or for the simple reason that 
the goods are not being bought from the retailer, and 
therefore the retailers are not buying these goods. Now, 
it strikes me this last is a most important factor, but un- 
fortunately it is a factor that with our present system 
none of us can know. 

The next thought that comes to me is, since we do 
not know this factor would it not be a good idea for 
all of us before doing the easiest thing, which is to cut 
the price, just to wait and investigate and try to find 
out about the demand? I haven’t the slightest doubt 
that many a price war has started from just such a sit- 
uation. Here in the United States all of us are so much 
accustomed to the sales volume going up and up that 
we simply haven’t the nerve or the courage to sit pa- 
tiently for a little while and watch when the volume 


goes down. We haven't the patience to investigate the 
reasons. We just jump to the one conclusion that the 
other fellow is cutting the price. 

I have had interviews with a number of manufac- 
turers in various lines recently. In one line a well-known 
manufacturer, who has been doing his level best to back 
up a suggested resale price policy, sent out a question- 
naire to all of his customers. He asked them whether 
they were satisfied with his sales policy. He asked if 
they wished the sales policy continued in 1929. This 
manufacturer told me that he received about 300 replies 
from the largest dealers in his line in the country, and 
that with but one single exception they all said condi 
tions in 1928 on this line had been better than for a 
number of years past; that they had all made more 
money ; that they had all sold more goods and that they 
hoped he would continue the same sales policy into the 
coming year. 

Several dealers did not answer his questionnaire. One 
dealer wrote. flatfootedly that he did not like the policy 
and in the coming year he wished to be free to sell his 
goods just as he pleased. 

When this manufacturer interviewed several of the 
dealers who had not answered, they had various opinions. 
One of these dealers remarked: “I propose to sell the 
goods in my territory. I don’t propose to have some 
national distributor come into my territory and take busi- 
ness away from me. I wish to be free to meet this 
competition.” * 

A national distributor said: “Another national dis- 
tributor has come into this territory and has demoralized 
the market on these goods. Now, if he proposes to do 
this I propose in turn to send salesmen into his home 
territory and sell the goods at cost in his home city and 
all of his adjoining territory. I will show him where he 
gets off with such methods! What does he expect? 
Does he think he can get away with his fine work, with- 
out anybody knowing just exactly what he is doing? 
Does he not expect retaliation?” 

In a certain local territory there are entirely too many 
dealers. There is not enough business in this section to 
support them. In this territory, for years, every season, 
there has always been a lot of trouble. I interviewed one 
dealer in this territory, and he remarked that, in his 
opinion, it was a case of the survival of the fittest. He 
thought the best thing was to have a general fight right 
now all down the line and clean up and get rid of some 
of the merchants in that section; they were unnecessary, 
not needed and the sooner they liquidated and retired 
from business the better. 

One leading jobber, a successful merchandiser, of 
very keen intelligence, said: “There is a new era of 
merchandising in this country. Some of our older mer- 
chants were educated twenty-five or thirty years ago, in 
the good old-fashioned, piratical, buccaneering days. In 
those days communication was slow. There were not 
so many lady secretaries. Fewer letters were written. 
Salesmen were not quite so thick. In those days pi- 
ratical methods were quite successful. A number of 
good sized houses were built up on this basis. These 
pirates, of course, cut prices on certain staple goods. 
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Their idea was to convince the dealer that they sold 
everything on exactly the same basis as these cut prices. 
In those days a good many dealers believed it and they 
got away with the business. 

“But,” said this merchant, “times have completely 
changed since then. The average jobber and retailer 
and the average salesman are far more intelligent than 
the old-time merchants and salesmen. They understand 
these various methods of selling goods very well. In 
my opinion, the only method that is going to last today 
in merchandising is a constructive system of selling 
goods and building up a business by which you help your 
customer to become a better merchant, by which you 
help him to make better profits, by which you show him 
the things that cause losses, and. how things can be done 
in other ways that will be far more profitable.” 

“Stop and think,” said this merchant, “of all the va- 
rious houses that you have known in your day in this 
business. Take the houses that have been built up on 
the buccaneering method. Have they lasted? As a 
matter of fact, I could name house after house that at- 
tempted to build up their business on that basis, and 
almost invariably they have all passed out of the picture. 
There is only one permanent basis on which a business 
can be built up, and that is the constructive basis of real 
service to one’s customers. Simply to sell a customer 
at a cut price on this item or that, or the other, is hardly 
what one can call service.” 

Now, I have wondered at all these chats I have had 
with various merchants. One thing we all know, and 
that is in order to survive and prosper, do our business 
in a humane manner, treat our employees and our cus- 
tomers with any generosity, our business must produce 
a profit. That is one thing we know. 

Another thing we should know, but do not always 
know, is that while increased volume at the right price 
will increase profits, increased volume at the wrong 
price frequently proves disastrous. 

Now, here is the principle involved: If a distributor 
is doing, say, a 75 per cent business at a satisfactory 
profit, if he increases his sales to 100 per cent at the 
same percentage of profit, of course, he will make more 
money, but the whole trouble is caused by the fact that 
in trying to get the increase they frequently are forced 
by their competitors because they have cut the price on 
about 25 per cent of their sales, to cut the price on their 
entire business. Therefore, instead of having 75 per 
cent of their business at a satisfactory profit and about 
25 per cent at a fair profit, as they hoped, they find their 
effort to increase volume has resulted in their selling the 
entire line of goods all over their territory without any 
profit. Is this wisdom? 

One very large jobber told me that they were going 
over their lines very carefully. They found on some 
lines, in attempting to sell them in far-away territories, 
by reason of retaliation on the part of other jobbers, 
the profit on their entire business was kept down to an 


unsatisfactory basis, but when they had decided to give 
up some of this business in far-away territories, and 
when their competitors understood what they proposed 
to do, then the price was maintained, and therefore they 
made a net profit on a smaller volume that was far in 
excess of the net profit that they would have made if 
they had had a larger volume. Under such conditions 
this jobber said he was clearly convinced that it was 
wisdom for his house to give up the sale of some of their 
lines in far-away territories, especially when selling in 
these far-away territories at cut prices reacted upon his 
home territory. 

Some remarkable things have been accomplished in 
certain lines. I might mention one line where, from 
reports I have received, the profits had been increased 
throughout the entire industry. Jobbers and retailers 
are both selling the goods at better profits, and all are 
happy. This has been accomplished, so I am told, by 
a rigid classification of the various types of sellers. 

Of course, all of us want more volume. Of course, 
we all know, especially manufacturers, that a larger 
volume reduces the cost of manufacturing. On _ the 
other hand, if in this effort to increase our volume we 
make our competitors desperate and lead to reprisals 
that result in a general cutting of prices on the entire 
line, are we wise to secure this extra volume? 

It seems to me this question applies especially to the 
stronger manufacturers and jobbers. Is it not the 
reponsibility of those who are strong to try their best 
to maintain a situation that will bring about a fair and 
reasonable profit for all? 

I am therefore wondering, as we enter the new year, 
if it isn’t better for the men at the head of our large 
American industrial organizations, whether they are 
jobbers, retailers or manufacturers, to be very patient 
with present conditions and to try their best, through 
persuasion and by all the means within their power, to 
improve these conditions? If 1928 has been a good 
and satisfactory year to most of those selling a certain 
commodity, why shouldn’t we attempt to go through 
1929 on the same basis? 

Suppose a competitor does take an account here and 
there. Why should we get so excited about it? We 
have even heard of cases where husbands and wives 
became tired of their marital relations and decided to 
make a change. One swallow does not make a spring! 
The loss of one or two accounts, after all, is not a very 
serious matter. The chances are that other accounts 
will come knocking at your door from others who also 
wish to make a change. 

It does strike me, at the opening of the new year, that 
the part of wisdom, especially on the part of the strong- 
est concerns in the trade, would be to forget some of 
their old buccaneering training and enter the new year 
with a desire to do a more constructive job on saner 
lines than some of the kind of merchandising that has 
been done in the past. 








Are you a retail hardware salesman? Turn to 
page 28 and learn of the opportunity offered 
you to win one of three cash awards 
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CLERKS’ CONTEST 


Cash Awards of $100, $50 and $25 to Retail Hardware Salesmen 
for Best Letters on Subjects of Their Own Choosing 


EALIZING that the hardware clerks of today are the hardware mer- 
chants of tomorrow, HarpwareE AGE is interested in obtaining the 
viewpoints of the men and women behind retail hardware counters. 
We want to know what they think about the hardware business; about 

their jobs; about the merchants for whom they work; about running a hardware 
store; about store meetings; about anything and everything that is of interest to 


retail hardware salesmen. 


We are therefore offering cash awards for the three best letters, written by 
actual sales persons in retail hardware stores, along the lines suggested in the first 


paragraph. 


The grand prize will be $100 in cash. 
The second prize, $50. 
The third prize, $25. 


The three winning letters will be published in Harpware Act. If HarpwareE 
AcE decides to publish any of the letters submitted which have not won prizes, it 
will send the writers of such letters $5 for each letter so published. 





RULES OF THE CONTEST 


1. Each contestant must be an actual sales em- 
ployee in a retail hardware store. 

2. Each letter must be written by the sales em- 
ployee who submits it, without any outside assist- 
ance. 

3. Letters must be written on one side of the 
paper only. (Typewritten letters preferred, but 
not obligatory.) 

4. Letters will be judged on the basis of inter- 
est and the ideas expressed, and not on the basis 
of penmanship or grammar. 

5. Each contestant may submit as many letters 
as he wishes, but not more than one prize will 
be awarded to any one contestant. 

6. Contest opens November 8, 1928, and closes 
December 30, 1928. Awards will be made on or 
about January 15, 1929. 


7. All letters must bear the name and address 
of the contestant, and the store in which the con- 
testant is employed. (While we would prefer to 
publish letters identified by the writer’s name 
and store affiliation, this information will be 
withheld from publication if the contestant so 
specifies. ) 

8. The judges of the contest are: 

Llew S. Soule, Editor, Harpwarg AcE. 

Saunders Norvell, Contributing Editor, 
Harpwakre AGE. 

R. J. Atkinson, Past President, National 
Retail Hardware Association. 


9. All letters must be addressed to Clerks’ Con- 
test, Harpware Acr, 239 West 39th Street, 
New York City. 
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Fewer Brush Sizes— 
Quicker Turnover 


HE national effort to eliminate waste 
through simplified commercial prac- 


tice is well worth the active support 
of hardware dealers as well as manufac- 
turers and wholesalers. In the direction of 
establishing stock sizes for brushes, especial- 
ly, it means to dealers increased turnovet 
through the elimination of a slow moving 
stock; it affords a staple line; easy to buy 
and quick to sell; less storage space is re- 
quired and overhead decreased. 

In addition, it 
would be to the 
advantage of all 
branches of the 
paint and varnish 
brush industry to 
reduce the vast 
number of sizes 
and varieties of 

these products through the 
elimination from stock of such 
brushes as were in the least 
demand. A survey of condi- 
tions emphasized the fact that 
an umnecessary burden of 
slow-moving brushes was 
being carried, and such a con- 
dition added to the cost of in- 
ventory, obsolescence, clerical 
and other fixed charges—in 
addition to taking up valuable 





Swanson & Sons, Red Wing, Minn., 

have this unique and interesting paint 

department where brushes are given 
prominent display 


How the simplifica- 

tion policy benefits 

all branches of the 
industry 


space. Too, it adversely affected service, and 
otherwise interfered with a quick and profitable 
flow of trade. 

With the improvement of this condition 
uppermost in mind, the manufacturers of paint 
and varnish brushes, representing approxi- 
mately 80 per cent of the brush manufacturing 
capacity of the United States, had for two 

years considered adopting a program of simplification 
and elimination for the industry. As a result of meet- 
ings that were held, a preliminary program was pro- 
posed and the assurance of cooperation and support re- 
ceived from the individuals connected with the industry. 
This idea of standardization is a real step forward, and 
is also a logical sequence to the efforts made by all 
paint and varnish brush manufacturers to eliminate from 
the industry the practice of improperly branding sizes 
on brushes. 

Several years ago the mark “3 inches” on a brush 
meant that the width of the brush would be somewhere 
between 2% and 3% inches. By 1926 most manufac- 
turers were producing only full-width brushes, with a 
3 inch brush not departing as much as 1/32 or 1/54 of 

(Continued on page 64) 
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Show Them What They\ ) 


Idaho merchant has steadily ex- 
tended his paint department as 
women’s interest in decorative 











R. M. Metcalf, 

manager Sweet- 

Teller Paint De- 
partment 





AINT has become such an important factor in the 

volume of the Sweet-Teller Hardware Co. of Boise, 

Idaho, that in rearranging the store, the paint de- 
partment and the display windows were coordinated in 
such a way that any person passing in front of or along 
the side of the large building occupied by the store can 
see from the street the large and complete stock. 

Sixteen years ago the management of the Sweet-Teller 
company decided upon a certain line of paint. That line 
is still the leader. All items coming within the territorial 
needs are completely stocked at all times. The brand 
of the paint is used freely in building the paint reputa- 
tion of the store. 

Within the last five years the paint department has 
been a constantly increasing factor in the store’s total 





materials has developed. 


volume and as the demand for paint has grown, in- 
creasing attention has been given to its display and sale. 
This increase in paint volume is coincident with the in- 
crease of women customers in the store and the growing 
appreciation of paint as a factor in the saving of property 
and in the higher standard of living. 


Observations on Trade Building 


The Sweet-Teller paint inventory will run about $35,- 
000 and is turned twice a year. One-half of this volume 
is retail. The other half is jobbing distribution with 
smaller stores in this trade territory and barrel lots to 
contractors. Part of the barrel trade is on government 
bids. 

R. M. Metcalf, manager of the paint department, tells 
of this steady growth to large volume. 

“Trade building,” he says, “is a long, slow process 
and includes many things; mainly knowing paint and 
especially knowing the kind of paint for the job; having 
the paint on hand when wanted and an ability to advise 
customers in the right selection of paint and tools for 
any and all kinds of painting. 

“A paint manager must keep pace with the trend of 
the trade. I find that’50 per cent of our customers to- 
day are women and this means a change in the char- 
acter of our .display and in the stock we must have at 
hand. This equal division of customers between men 
and women has been slow in coming, but it is here. The 
reasons for the change are many, including some social 
and some economic reasons. 
Our part in attracting the 
women into the store includes 
artistic display of merchandise 
on our shelves and in our win- 
dows of the merchandise that 
women want to buy. This de- 
partment specializes strongly 
in displaying interesting things 
that may be decorated by 
home loving women with our 
colorful paints and lacquers. 

“Our main objective in the 
displays is the housewife; for 
not only does she buy paint 
for interior decorations of all 
kinds from kitchen chairs to 
bedroom furniture, but the 
woman usually decides the 
color for the outside of the 
house, of the fences and out- 
buildings. 


The Sweet-Teller store is 60 by 100 
and the paint department is re- 
garded as a leader 
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Want and Tell Them How to Use 





“We also find that carrying a complete stock of deco- 
rative paints for fancy work is a good drawing card for 
the feminine trade and it adds materially to our volume. 

“Women are especially interested in kalsomine and in 
the past year we have sold 70,000 pounds of this item 
to our retail trade. 


The Drawing Power of Color Cards 


“One of the lessons I have learned in encouraging 
paint sales, is the drawing power of color cards. To 
many people, paint means color. We use color cards 
in every paint display, whether the appeal is to women 
interested in home decorations or to men interested in 
the painting of huge buildings or enameling the familv 
car or a preservation coat on the barn or truck. We 
have color cards as large panels that we can use as the 
center of a window display or we can stand them on 
show cases or on easeis on.the floor. Frequently we 
hang several of these panels on the wall. They make for 
a vivid effect.” 

An interesting feature of the Sweet-Teller method 
of selling paint to make satisfied customers, is the at- 
tention Mr. Metcalf gives to brushes and other ac- 
cessories. 

“One thing I invariably do in selling a bill of paint, 
is to recommend a high grade brush. It might almost 
be said that the paint is no better than the brush. Our 
sale of brushes, I am quite sure, is above the average 
store sales on an equal paint volume. This is because I 


try to make it plain to the customer that a good, clean 
brush is a necessity if they are going to get worth while 
results from the paint.” 

An incident illustrating this point occurred while the 
writer was in the store. A man inquired for a kalsomine 
brush. There is, as every person who has sold brushes 
knows, a wide range of prices in this line. After a few 
questions about the nature of the surface to be covered, 
Mr. Metcalf placed on the case several brushes of the 
type suited to the work and covering a wide price range. 

Then he told the customer about these brushes, call- 
ing his attention to the difference in quality and also to 
the length of bristles. The short bristle brush, he noted, 
was half worn out to start with because it would soon 
get too short for use. The longer bristles would, he said, 
not only last longer but would permit the user to do more 
and better work. The customer bought the best brush. 


Merchandising Brushes 


One of the unusual and interesting displays in this 
paint department is the brush display. A special panel 
has been built for a long glass show case. This is made 
of wall board and is enameled light green. At the proper 
places small loops of wire have been arranged, each loop 
being designated by a stock number. 

These loops are made to fit the handles of the brushes 
and space is allowed for a full display of the brush. After 
it is decided what type of brush the customer needs for 

(Continued on page 64) 


Frequent touches of color attract attention of store visitors to this impressive showing of paint 
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Pyramiding the Paint Sales Check:} } 


Save the Surface Campaign announces course of lessons for Clerks 
and Retail Merchants to begin with New Year. 


bitious salespeople and retail merchants who hope 

to make the greatest advance possible during 
1929 in the selling of paint. As paint is a rapidly in- 
creasing factor in hardware volume, more efficient sell- 
ing is important to the whole store. 

The opportunity to increase your efficiency in the sell- 
ing of this important line of merchandise comes through 
arrangements the paint industry has made with the Save 
the Surface Campaign to make available to all persons 
concerned with the retail sales of paint products, a series 
of instructions on how the best salesmen do it. 

There is an interesting story in how the Save the Su-. 
face Campaign has carried out this arrangement. First 
of all, the Business Training Corporation was called in. 
This organization has handled other similar enterprises. 
This company wanted to know how to sell paint and 


Ni YEAR bells will also be school bells for am- 
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what was the matter with the present practices. These 
questions W. R. McComb and his associates in the cam- 
paign office could not answer, neither could the members 
of the educational committee. They advised the Busi- 
ness Training Corporation representatives that answer- 
ing these questions was a part of their job. 

So a corps of reporters was sent out to get the an- 
swers. They visited 178 retail stores as customers. One 
of the questions asked by these supposed customers was: 
“IT am going to paint a table, how much paint will I 
need?” The responses on the part of the salespeople 
supplied good and bad examples of selling paint. 

That question, you will admit, has great possibilities. 

One of the investigators drove up to several hardware 
stores in an ancient appearing automobile and when a 
salesman greeted him inside the store, he said: 

“T am thinking of painting my car and I want to get 
some paint.” 

There were many variations to the manner of accept- 
ing this announcement, just as those shoppers who 
were contemplating painting a house, or perhaps a 
garage. 

After each of these interviews, the reporter wrote 
a complete story of the experience, telling in detail 
just what “I said” and “He said.” These stories were 
collected and carefully reviewed and they supply 

numerous and varied answers as to “What is the 
matter with the present practice?” and also some 
very fine examples of “How to sell paint.” 
Then a group of men were called together rep- 
resenting the various interests concerned—paint 
manufacturers, master painters, paint dealers, 
large and small hardware merchants, editors and 
teachers—sat in council over the reports and plans 
, to make them into a course of instruction. As a 
result, the experiences of the reporters have been 
written into a highly interesting story. Almost 
as interesting as a best seller. The story is under 
six headings : 
(1) Getting the customer’s viewpoint. 
(II) Meeting the customer’s needs. 
(III) Helping the customer to buy. 
(IV) Overcoming sales difficulties. 
(V) Increasing the customer’s purchases. 
(VI) Getting more customers. 


Each of these units consists of a booklet of 
60 or more pages of interesting sales discussion, 
including many specific experiences of the re- 
porters and also stories of actual customers on 
which the reporters listened in while waiting in 
the stores. In these cases, of course, neither the 
customer nor the salesman knew they were being 
reported and the incidents are the sort that can 
be duplicated in many stores daily. 

Some of these reported incidents are high class 
selling, some very poor and some just ordinary. 











In the test they are used for illustration of a point 
and in other instances as a basis for criticism on 
the part of the reader. 
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Let the Customer Buy All He Wants 


178 over the counter buying experiences are written into enter- 
taining story as series of lessons for paint sales people. 


It is the plan to take up these units, one a month, for 
study by retail salespeople and merchants. Included 
in each unit are check-up pages, on which the student 
is expected to grade himself as to whether or not he is 
coming up to the standard set. Also there is a question 
sheet to be filled out and mailed to the office of the in- 
structions as an examination paper on which the student 
will be graded. If he “passes” he will be awarded a 
certificate. 

The plan includes group meetings, at least one for each 
monthly unit, for discussion wherever enough students 
are residents of the same community. In such cases it 
is suggested that a leader be named to conduct the dis- 
cussion. 

These lessons are devoted to the selling of paint and 
only incidentally to paint itself. They will point out to 
the student the sort of technical information required to 
properly sell paint rather than to teach these points. It 
is the plan that each student will be led to study the 
line he is selling and not to take paint facts from the 
lessons and apply them to his line. 

The fact that the selling story is plotted on sales 
fundamentals (as applied to paint), means that the stu- 
dent or even the reader of the story will get from it 
much that applies to all retail selling, for the approach 
for a paint customer will apply. to other merchandise as 
well. 

An illustration of the manner of handling the story 
comes under the subhead “Selling the Finished Job.” 
The incident related concerns a young salesman en- 
deavoring to convince a customer of the quality of the 
paint he was selling by telling of the wonderful repu- 
tation of the manufacturer and other more or less ab- 
stract points, including chemical tests; when the mer- 
chant came along and quickly completed the sale by 
referring the customer to a neighbor’s house that had 
been painted with this brand four years before. With 
this house as a text, the merchant convinced the cus- 
tomer that quality paint is an economy for the house 
owner. 

The deduction is that the merchant was a better sales- 
man than his employee because he talked about the re- 
sults that the customer would get from the paint and 
not what the paint meant to maker, chemists or other 
people. 

There is another story of a farmer who came in to 
buy a 60 cent can of floor wax and the salesman sold 
him almost $10 worth of floor finishing materials. The 
boss did not enter in this sale because the salesman was 
competent. 

While they were at it, the committee in charge of this 
work also arranged for a similar series of lessons for 
jobber salesmen and for master painters. The course 
for the jobber salesmen includes much about retailing, 
so that he may be able to give to the retailer some sound 
advice, also to make the salesman more appreciative of 
the problems of the retailer. 

As a part of the presentation to the committee, those 
reviewing the material gathered by the reporters graded 


the sales efforts. In order to do this, a standard of 100 
per cent was set to represent what customers expect 
when they enter a store to buy paint. The committee 
passed upon this standard as reasonable. Then each 
experience was graded on ten points and the retail sales- 
men interviewed made a composite grade as followed: 
1. General appearance and manner of speaking, 64 per 
cent. 
2. Skill in cultivating customer’s respect and good will, 
61 per cent. 
3. Skill in asking questions to secure needed informa- 
tion, 58 per cent. 
4. Skill in making helpful suggestions, 56 per cent. 
5. Technical knowledge of paint and painting, 71 per 
cent. 
6. Knowledge of decoration and color scheme, 58 per 
cent. 
7. Ability in estimating quantities desired, 71 per cent. 
(Continued on page 61) 





Three Types of Selling 


To quote further from the report of this sales interview is 
unnecessary. The portion already cited is enough to show 
the striking contrast between the methods of this salesman 
and those of the other two. 


THREE TYPES OF SALESMANSHIP IN PAINT STORES 








W 
The “‘sales-builder” gets the sales. 


These three salesmen are typical. The three interviews 
represent fairly and accurately what was found in all parts 
of the country, for one of the most notable facts disclosed 
by the investigation is that the selling of paint and varnish is 
being done on three distinct levels. 


The Slot-Machine Level: The salesman in the first store 
was brisk and courteous. He was willing to wait on the 
customer. He was ready to sell the customer whatever the 
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The members of the Parent-Teachers Association of Troy, Ala., attending a lacquer demonstration class in the high school of that city 


House and Barn Orders ‘follow 
Demonstration 


Farmers’ wives help to decide on long purchases because of their 
belief in the manufacturer. 


city of 6000 population, greatly increased their 

paint trade by some fundamental moves. The 
increase in volume and profit, for price is not a part of 
the consideration, has been automatic. 

First, the store management realized that they were 
losing some trade because the distributor from whom 
they obtained paint could not always supply the material. 

Second, a change of line was made that insured com- 
plete stock when wanted. The first year under this new 
arrangement showed an increase of 34 per cent over the 
previous year and the second year an increase of 76 
per cent, although the second year covered a rather lean 
cotton year. 

Third, about the close of the second year, it was 
decided to put on lacquer demonstrations for women. 
As a result of these, the lacquer trade for home use has 
increased tremendously and Alex E. Brantley of the 
firm writes: “We have found it easier to close several 
orders for our line of house and barn paint with farmers 
because their wives recommended it. 

The surprising story of the demonstrations is told 
by Mr. Bantley, who gives most of the credit to others. 
He says that the factory salesman who assisted in select- 
ing their first order of “best sellers” arranged for a visit 
by a factory demonstrator. For several days in advance 


Biczy of 00 Bros. Hardware Co. of Troy, Ala., a 


of the day set, newspaper advertisements told of her 
coming and offered free lessons in the use of lacquer. 
A surprisingly large class was present the first morning, 
each woman bringing some article to be painted. 


In keeping with the special occasion, the store had 
arranged a lacquer display in a show window with space 
left for the display of finished pieces and when articles 
were completely painted in the class, they were displayed 
in the window with cards explaining the identity of the 
painter. This shifting of the actual exhibits attracted 
much attention and drew new students. 

This school lasted three days with a large attendance 
and a very satisfactory sale of paint and other articles 
to people who came into the store to inquire about the 
class or about the articles exhibited. Of course, the 
members of the class paid for the lacquer they used. 

As most of these women were from the city of Troy, 
there followed a perfectly natural discussion as to doing 
the same thing for the women of the Troy trade district. 
Miss Eula Hester, Pike County home demonstrator, was 
called in and she suggested that the members of the Pike 
County Club be invited for a similar course of lessons. 
So they were invited and forty-nine members of the 
club and eleven visitors responded and another school 
lasted three days. More than 100 pieces of small fur- 
niture were fully decorated in this school. These women 
had studied the booklets on the possibilities of lacquer 
and the articles decorated included vases, churns, shoes, 
pocket books, coal scuttles, baskets and other articles. 

The immediate results of these demonstrations were 
very satisfactory and the secondary results are still piling 
up. The demonstration will have a strong influence on 
the redecorating season that comes with spring house 
cleaning. 
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HIS is one of the win- 

dow displays recently 

used by Schlafer Hard- 

ware Co. and coordinated 

with the ad reproduced 
below 


(0-ordinated Window Displays 
and Ads Attract Customers 





Buy 
Unpainted 
Novelties 


Decorate them for 
Christmas Gifts 
With Lacquers 


They Dry Within the Hour 


You can decorate s piece of unpainted furniture in one of the 
beautiful — very easily with a brash or spray. Imagine 
rack, or an end table decorated in Chinese Red or Jade Green or one 
of the other beautiful colors. You can do it—we’ll show you how. 





FREE INSTRUCTIONS 
en — and finishing cope furniture. Special class- 
es on every Tuesday, Thursday a ternoons, 
‘ Now 











Select the pieces you want to decorate from this list: 
Smoking Stand "Kerchief Box 
Book Rack Corner Shelf 
End Table 
Breakfast Chairs and Wall 
Tables and many Odd Pieces. 
each one can be had id several styles. Pick the piece you 





Friday and Saturday 
Only 


A number of unpainted cigar stands, 
racks, waste me wale cee shelves ata 











You will find a good selection of beantiful transfers here that can be easily and 
quickly applied to furniture, lamp shades and novelties. 
Come in, or phone our paint man, Mr, Osinga, now! 


Schlafer Hardware Co. 








Appleton 
‘All the Christmas Toys Are in, See Them!’ 


INDOW displays, coordinated with newspaper advertis- 

ing, bring immediate results from the Schlafer Hardware 

Co. of Appleton, Wis., a city of 21,000. Frequently all of 
the goods displayed are spoken for and reserved for customers 
before the week, which the window is permitted to stand, ends. 

Prices are not attached to the merchandise in the windows as a 
rule, but occasionally “weekly specials” are displayed and priced. 
In this case the display is put in early inthe week and the specials 
are offered for “Friday and Saturday only.” 

Lawrence G. Zwicker, who has charge of the advertising and 
window displays, believes strongly in coordinating his efforts. 
Window displays are built of seasonable merchandise and the news- 
paper and direct advertising features this same material. 

“The mere fact,” writes Mr. Zwicker, “that the display man is 
moving about in a window arranging the display attracts atten- 
tion and it is not unusual for us to have people come in to price 
merchandise and buy before the display is completed. 

“Much depends upon the background. In the window shown in 
the illustration the arch is a rough textured effect, tinted orange. 
The crépe paper decorations are of orange, mandarin and brown. 

“The show cards offer ‘Free Instructions’ in the use of lacquer 
and of the variety of pieces of unfinished furniture on display in 
the store. Instead of price tickets, we put small cards on the pieces 
of furniture ‘Ask for No. 000.’ We do not care to start price 
comparisons. We merchandise our furniture on beauty and quality. 

“Our lacquer trade runs chiefly to small cans for painting fur- 
niture and gifts. Satisfied lacquer customers are beginning to 
come back for the larger cans of paint and we are steadily build- 
ing a new trade about this promotion. People like to trade at a 
store on which they can rely for helpful suggestions and instruc- 
tions. Our paint man offers this and by so doing builds confidence 
in himself and his paint. 
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Small Show Cards and Price Tickets fo 


Modern Show Card Roman Alphabet and Numerals, 


OR small price tickets and gen- 
eral descriptive reading matter 
on show cards there is really | 
nothing to take the place of the little 
steel stub lettering pen point, which 
fits in an ordinary pen holder. The 








Done with Steel Stub Pen 


By Joseph Bertram Jowitt 


same ink used for the brush may also 
be used for this pen if enough water | 


is added so the ink will flow freely. | s 
If the ink is too thick it will clog | 
the pen and the strokes will be ragged 


and uneven. 


ABCDEFGHIJKL 


MNOPQRSTUVWXY 
ABCDE GHJKLMNOPQ 
RSTUVWXY&ZZ 
abcdefghijklmnopqr 
Stuvwxy3 acegkqmo 


AW b> J 


EIULS 


SW. 


a 233445 
56678890 


A little experience with | 


these pens will soon teach the begin- 
ner the proper consistency the ink 
should be. 


Difference in “Speed” and “Stub” 
Pens 

The difference between this stub 

pen and the “speed-pen”’ is, that the 


| speed-pen is more for guick rough 





knockout work, and of course will 
not do the small neat work the 
“Esterbrook” or “Soennecken” stub 
pen will do. 

Pen lettering constitutes a very 
important part in show card writing 
and the beginner will make much 
better progress with the brush if he 
has first learned the elementary pen 
strokes. 

The seven small sized price tickets 
illustrated herewith are the most 
popular size tickets and are cut from 
a full-sheet of cardboard (which 
comes 22 x 28 in.), without leaving 
any waste. 

These price tickets, beginning with 
the largest size, measure: 11 x 14 
7x 11,5%x7,3x54%,3x4,2x 
3%, 1x 2and1%x 1¥ in. 

With the above table of eight dif- 
ferent sizes there is no necessity of 
cutting odd sizes which would only 
leave waste stock. 

For variety of display these tickets 
may be lettered either “upright” or 
“landscape,” it all depending upon the 
space allotment in the window. 


No Secret in Pen Lettering 


There is no secret or-knack in pen 
lettering. The point of these stub pens 
is cut on an angle of about 45 deg., 
the handle of pen should therefore 
be held on this same slant so the 
slanting point will rest squarely on 
the surface to be lettered. 

All pen strokes must be mace 
downward and from left to right. 
Never push the pen upward. For ex- 
ample, when making the capital let- 
ter “A” the thin stroke at the leit 
is made first. By turning the pen side- 
ways beginning at the top guide line, 
the stroke is brought down to within 
a fraction of an inch of the bottom 
guide line and finished off with a 


hes 
the 
in 
str 
bes 
as 
lar; 
is 
ma 
ma 
bee 
bre 
ing 
ot 
was 
Size 
The 
sar 
I 
sem 
or 
di ff 
“stu 
sole 
sing 
are 
whe 
the 
of | 














HARDWARE AGE for DECEMBER 27, 1928 








for Cutlery and Housefurnishings 





especial 


Ash 
Sifters 


1998 


sharp “spur.” The heavy stroke at 
the left is the exact thickness of the 
width of the pen used and is brought | 
down and finished in the same man- 
ner as the left stroke. The center | 
stroke finishes off the letter. This is 
also made from left to right using | 
the tip point of pen. These pens | 
are made in the following ten sizes: 
Nos. 1, 1%, 2, 2%, 3, 3%, 4, 4% 
5 and 6. : 


Very Little Pressure 


| 














One very important thing that the 
beginner should understand is that 
these pens require very little pressure 
in making either the heavy or light 
strokes. A natural mistake some | 
beginners make is in trying to make | 
a smaller size pen do the work of a 
larger size by using pressure. This | 
is not necessary on account of the 
many different widths these pens are 
made. 

Many a card nearly completed has | 
been completely spoiled by a_ pen | 
breaking under pressure and spatter- | 
ing the ink over the card. Every bit | 
of work on the accompanying plates | 
was done with pens of the following 
sizes, No. 1, No. 2, No. 3 and No. 4. 
The half-size pens are seldom neces- 
sary for general use. 

In shape these lettering pens re- 
semble the ordinary blunt point stub 
or common writing pen with these 
differences : The points are very much 
“stubbier”, or broader as they are 
solely intended for engrossing or | 
single-stroke lettering. The points | 
are cut on an angle of 45 deg. so | 
when the tip end rests squarely on | 
the surface to be lettered the handle | 
of pen will be at the same angle of ! 


| hide 





TYXNHE small sized cards 
] shown on this page are 

very convenient and at- 
tractive for use in display- 
ing cutlery and _ housefur- 
nishing items. Such cards 
are particularly useful with 
the medern open. display 
methods, since they do not 
the merchandise, and 
yet are sufficient to permit 
brief value-giving descrip- 
tions. The style of letter- 
ing treated in this article 
is excellent for this type of 
show card. 


45 deg. In this position the pen 
handle should be kept at all time while 
lettering. There is a slight indenta- 
tion in the center of pen which acts 


as a reservoir which holds sufficient | 
ink to write several words. This rend- | 


ers frequent dipping in the ink bottle 
unnecessary. 

An excellent method to practice 
pen lettering systematically is to pro- 
cure an ordinary composition book, 
one which has a smooth surface and 
faint ruled lines. Have the alphabet 
which is shown herewith in front of 
yuu and try to make each line of your 
practice work a little more perfect. 

Before attempting to copy any of 


Solding 
‘| | ronins 
Board. 
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the letters on the accompanying plate 
the beginner should first become 
familiar with the key strokes shown 
at the bottom of plate. 

Another method of practicing pen 
strokes is to rule, say, six horizontal 
lines, six perpendicular, six right and 
six left oblique or diagonal strokes, 
six right and left crescent or semi- 
circle strokes, (with the aid of a 
compass) then proceed to retrace over 
these with a dry pen. 

This department is always pleased 
to answer any question pertaining to 
these lessons that are not fully cov- 
ered in these pages to the entire satis- 
faction of HARpware AGE readers. 
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Business 


By Floyd W. Parsons 
Paper Profits 


HINKERS and searchers throughout the world 

I are now scanning the horizon and striving to chart 

the road of destiny. “Where do we go from 
here?” are the words on every tongue. Tremendous 
experiments in government and industry are being 
carried on. While Russia is staking everything on 
Socialism, Italy is testing the world’s newest and most 
effective combination of capital and labor. 

Industrial forces of unprecedented power have com- 
menced a vigorous attack on the self-satisfied attitudes 
of backward peoples, the aim being to arouse desires 
that will create new markets. On every side is an inti- 
mate and vivid sense of the future. Working with 
dreams has become an essential as well as a profitable 
pursuit. The average American has learned how tv 
rejoice over possibilities yet to be realized. He would 
be a sorry spectacle if deprived of his imagination and 
daring, and forced to be conlenut with visualizing only 
those things on which his fingers can close. 

Our present success and prosperity is the result of 
astonishing achievements in science and engineering. It 
is unthinkable that we will ever go back to hand labor 
and the bearing of brute burdens. No people or com- 
bination of peoples can overcome the machine order 
without themselves first adopting it. Time may bring 
about a geographical shift of the center of our machine 
civilization, but not its overthrow. Never again will 
conquest be determined by human numerical strength. 

We need to dismiss the nonsense about machinery 
making robots of men and destroying religion, humani- 
tarianism and creative ability. One look at the Orient 
where the handicraft of past ages continues supreme will 
prove that the artisans of yesterday nearly always fol- 
lowed the designs created by master workmen. At the 
present time in America there is no restriction on artistic 
designing. We have merely transferred the craftsman 
from the shop to the laboratory, where he is doing a 
better job and exercising a wider influence than ever be- 
fore. How impossible it would be for us to maintain 
our position of world leadership if we were to cast the 
machine aside for the doubtful advantages of fostering 
creative arts. 

A lot of people talk about “today’s inhuman material- 
ism.” Our machine civilization has deficiencies, but how 
foolish to say that the worker of the Middle Ages was 
treated more humanely than the machine operator of 
the present time. What have we lost by banishing super- 
stitions and fears once deemed essential to the perpetua- 
tion of Christianity? As one has well asked, “Is feed- 
ing the multitude by mass production more materialistic 
than feeding it by a miracle? Is the prevention of 
disease by sanitation more materialistic than curing it by 
touching the bones of Saints? Is it not wiser to pre- 





vent famines by creating world-wide systems of food dis- 
tribution than by offering sacrifices to the rain gods for 
the purposes of ending a drought?” 

There will always be people whose chief thought is 
to fatten their purses. Some folks are forever watch- 
ful of an opportunity to “spill the beans.” Never are 
we free of backward industries and profitless enter- 
prises. But it is fortunate that so many have come to 
judge our new civilization in the light of modern needs 
and not of ancient standards that fit purely an agricul- 
tural era. 

The greatest church on Fifth Avenue is no less ma- 
terial than the greatest office building on Broadway. 
A piece of kitchen crockery is no more material than the 
finest love aria from the greatest opera. A Chinese 
philosopher expressed a great truth when he said, “The 
civilization of a race is simply the sum total of its 
achjevements in adjusting itself to its environment.” 

Our environment is one of machines and each passing 
day creates a greater necessity for more of them. Of 
course, they have upset the older order, and it is good 
for us that they did. If the automatization of life has 
increased skepticism and disillusionment, and brought 
about a disregard of precedent, then let it be so. Much 
of the outlook and many of the ideas of yesterday were 
wrong. 

Each day now brings brand new ideas that are sound 
in established truth. For instance, there is the question 
of old age. The discussions of a group of scientists the 
other day showed the great difference between chrono- 
logical age and physiological age, the latter being by 
far the more important factor of the two. Some people 
are old at 40, others young at 60. It was clearly dis- 
closed that one is only as old as his proverbial arteries 
and that his exact physiological age should be measured 
in terms of tissues rather than years. Possibly this 
suggestion that we discover our ages by submitting to 
laboratory tests will be branded as a nefarious product 
of the machine age intended to defeat the workings of 
Providence. Nevertheless, we may be sure that the 
employment manager tomorrow will follow methods 
utilizing a physiological yardstick instead of a time 
standard. (Continued on page 44) 
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Penn Hardware Co. Has Opened | 
Philadelphia and Chicago Offices | 


Penn Hardware Co., makers of locks | 
and builders hardware in Reading, Pa., 
announces the opening in Chicago, III. 
and Philadelphia, Pa. of new offices and 
display rooms equipped with complete 
lines and staffed by specification writers 
and assistants. . 

The Chicago office at 1372 Wrigley 
Bldg., 410 North Michigan Avenue, is in 
charge of J. T. Mauss, district manager 
and the Philadelphia branch, 2127 Fidelity- 
Philadelphia Bldg., 123 South Broad 
Street is supervised by Arthur A. Devlin, 
district manager. 

Both offices are as uniform in_ their 
equipment as the slight differences in 
building arrangements would permit. 
Each suite consists of a reception room, 
work room and handsomely finished dis- 
play room. The furnishings of the dis- 
play room include paneled walls, modern 
lighting and exquisite draperies, designed 
to make women, who are frequently most 
interested in the selection of hardware, 





feel comfortably at home. 


Mansfield Tire & Rubber Co. 
Names Two Western Jobbers 
The Mansfield Tire & Rubber Co., 


Mansfield, Ohio, recently expanded its 
distribution facilities in the Northwest 


territory by appointing Janney, Semple, | 


Hill & Co. Minneapolis, Minn., and 
the Holley-Mason Hardware Co., Spo- 
kane, Wash., as its distributors in their 
respective territories. 


International Silver Awards 
Service Buttons to Employees 


The Foremen’s Association of the Inter- 
national Silver Co., Meriden, Conn., held 
its annual Christmas party on Dec. 17, 
and the principal event was the awarding 
to the fifty-year service men of their 
official buttons in recognition of a half- 
century of service given to the company. 
The presentation of awards was made by 
George H. Wilcox, chairman of the 
board of directors. 

The association had as its guests the 
factory managers, executives and superin- 
tendents, to whom formal invitations had 
been sent. Many of those who received 
the awards for fifty years’ service had 
spent even a longer period in the employ 
of the company, ranging, in the case of 
one, to sixty-one years of service, and for 
others sixty, fifty-nine, fifty-eight and all 
the way down to the even half-century 
mark. Sixty-four persons were entitled 
to the fifty-year award; twenty-two of 
these are on the Company’s pension list, 
while forty-two are still in active service. 

Some time ago it was decided to recog- 
nize long service with the company, to be 
marked by the award of service buttons. 
For ten years’ service or over, a silver 
button is given; for twenty-five years or 
more, the button is gold; for thirty-five 
years or over a gold button with a ruby 


| 
| 
| 





inset is given; when the length of service 


is forty-five years, the button is of gold | 
with an emerald; for fifty years or more | 
is | 


of service a button with a diamond 
presented. The. records show a very re- 


markable number who have attained to | 


these varying degrees of recognition. 
Sixty-four persons are entitled to the 
highest award for fifty years or more of 
service; seventy-nine are eligible for the 
forty-five year award; 
the thirty-five year button; 219 have served 


for twenty-five years or more and 833 | 


employees have been with the company | Z 
| broadcast over the Blue Network of the 


for ten years or more. 

The International Silver Co. felt that 
its success and growth during its many 
years of existence was in a large part 


| due to the long continued loyalty and the 


cumulative experience of the employees 
and desired that these many years of ser- 
vice should be suitably recognized. 

An interesting fact is the length of time 
that its various officers have been con- 
nected with the company. Among the 
fifty-year veterans are G. H. Wilcox, 


chairman of the board; I. W. Cokefair, | 


vice-president; L. B. Hell, vice-president ; 


George Rockwell, secretary and George | 


H. Yeamans, treasurer. Other officers 
are also entitled to recognition buttons for 
service of lesser lengths. 


Butler Bros. Will Retail 
Through New Chain of Stores 


Butler Brothers, of Chicago, IIl., who 
for fifty years have been wholesalers of 
goods retailing from five cents to one dol- 
lar, recéntly announced their intention to 
launch a chain of retail stores in towns 
of more than 6000 population. Scott Stores, 
Inc., a subsidiary corporation, will oper- 
ate Scott Stores, specializing in merchan- 
dise retailing from five cents to one dollar. 

In an announcement signed by President 
Frank S. Cunningham, it is stated: “So 
long as in any town we can secure from 
one or more independent stores our rea- 
sonable share of business, we will give 
such stores every assistance and prefer- 
ence. We will employ all our merchan- 
dising and servicing facilities to make it 
possible for them to cope with any and 
every kind of competition. When in any 
town we cannot find such outlet through 
independent stores, we shall feel free to 
secure it through the ownership of stores 
of our own. 

“The same merchandising organization 
which buys for our coast-to-coast chain 
of wholesale houses will serve equally to 
buy for our retail chain. The same ware- 
housing and operating organization in each 
of our six cities, through which we sup- 
ply more than a quarter million inde- 
pendent merchants, will serve the retail 
stores we may own.” 

According to R. M. Henry, sales man- 
ager, Scott Stores will handle merchan- 
dise including dry goods, notions, candy, 
toys, hardware and other variety lines. 
Standard fronts, fixtures and plans will be 
used in all of the stores. 

The stock of Scott Stores, Inc., will be 
completely owned by Butler Bros., who 
have entered the retail field after a three 
years’ investigation of its problems and 
possibilities. 


185 have earned | 








Packard Electric Co. Plans Broad- 
cast of N. Y. Auto Show 

For the first time the high lights of 

the New York City Automobile Show 

are to be broadcast and new features and 


| new models described to the entire United 


States and Canada by a national radio 
hook-up. The Packard Electric Co. of 
Warren, Ohio, manufacturer of automo- 
tive cable, announces that on Jan. 5, 
1929, from 9:30 to 10 p. m. and on 
Jan. 7, 9 to 9:30 p. m. it will send this 


National Broadcasting Company with 
complete coast to coast hook-up, totalling 
in all 28 stations. Every manufacturer 
exhibiting at the New York show has 
been requested to supply The Packard 
Electric Co. with a brief description of 
their new features and models. Half of 
the cars exhibiting will be included in 
the Saturday night program and the other 


| half in the Monday night program, list- 


ing all cars alphabetically. 


W. P. C. Smith Dies—President 
Minter-Smith Hardware Co. 


W. P. C. Smith, president of the Minter- 
Smith Hardware Co., Lyons, Ga., passed 
away at his home in that city on Dec. 12. 
His death followed an illness of only a 
few days. He is survived by his widow 


| and one son. 


Liquid Veneer Corp. Appoints 
I. L. Eeret Philadelphia Rep. 


F, D. Morgan, general manager of the 
Liquid Veneer Corp., Buffalo, N. Y., has 
announced the appointment of Isaac L. 
Ecret as its Philadelphia, Pa., representa- 
tive, in charge of both the household and 
automobile lines. 

Mr. Ecret was formerly affiliated with 
the Miller-Ecret Co. of Philadelphia. 


Boosters Held Christmas Party 
on Saturday, December 15 


The annual Christmas Party of the New 
York Hardware Boosters was held Satur- 
day, Dec. 15, at the Hardware Club, New 
York City, with about 70 in attendance. 
Chief Booster George H. Fisher turned 
the meeting over to the entertainment com- 
mittee headed by Past Chief Booster 
Charles Pincus, who was ably assisted by 
Past Chief Bert Conner, Secretary Roy C. 
Schmidt, Oscar E. Watts and L. C. 
Warager. Gifts donated by leading manu- 
facturers and jobbers were distributed by 
the committee. William Newborn of 
Harpware AGE was at the piano and Past 
Chief Fred Hinchman lead the singing. 
Harry Hoblin, president of the West- 
chester County Hardware Dealers Asso- 
ciation, and Joseph Ringler, president, 
Hardware & Supply Dealers Association 
of the Manhattan & Bronx Boroughs. 
Inc., were present as guests. 

There were no speeches. It was a party 
with no business to mar the pleasure. 
Everybody had a good time, and appre- 
ciated the work done by the committee. 
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Chicago Retail Dealers Elect 

Fisher Pres.—Amis Secretary 

At the regular monthly meeting of the 
Chicago Retail Hardware Association, 


held at the Sherman Hotel on December 
14th, officers for 1929 were elected. 











OSCAR FISHER 


tion to be assured. 


Oscar Fisher, 3935 Irving Park Boule- 
vard, incumbent vice-president, was 
elected president. Other officers for 1929 
are: Charles A. Dressel, 1127 Chicago 
Avenue, vice-president; EF. Gunnard 
Lindquist, 1045 West Fifty-ninth, chair- 
man of executive committee. J. C. (Cleve) 





J. C. AMIS 


Amis was elected to the newly created 
office of permanent secretary. Mr. Amis 
is well acquainted with association activ- 
ities, having been for the past ten years, 
with the insurance department of the state 
association at Elgin. The headquarters, 
and office of Secretary Amis, will be in 
Room 1506, Association Building, 19 
South LaSalle Street. 

Directors elected were: Richard Hesse, 
5830 North Clark Street; William F. 
Seiwert, 3756 Armitage Avenue; James 
Bryne, 3247 Montrose Avenue; William 
Triesselman, 3003 Belmont Avenue; F. J. 
Zobac, 1281 West Seventy-second Street 
and Frank Kozelka, 3515 West Twenty- 
sixth Street. 

Under the prospective. plans of numer- 
ous new service departments to aid dealer 





| the convention. 


members, the new officers predict increased | Edward Weingarten Establishes 


activity and interest in the Chicago As- 
sociation during the coming year. 


West Virginia Hardware Assn. 
Convenes in Fairmont Jan. 22 


The West Virginia Hardware Associa- 
tion will hold its annual convention and 
exhibition at Fairmont on Jan. 22, 23, 24, 


which is a three days’ session in contrast | 


to the last meeting held in Wheeling, when 
it lasted four days. 


The exhibition will be at the armory, | 
which will be open to the public in the | 
evenings and the last two afternoons of | 


the banquet will be held at the Fairmont 
Hotel. 

The Central West Virginia Hardware 
Club, an organization of Monongahela Val- 
ley dealers, has held three meetings with 
the view of working up interest in the 
coming gathering, and it is felt by F. R. 


| Cox of Fairmont, president of the club, 


that the interest is at a sufficiently high 
pitch for the success of the State conven- 
Traveling salesmen 
who attended the last meeting of the club 
at Morgantown report that there is wide 
interest being manifested on the part of 


| dealers throughout the State. 


The present officers of the West Vir- 
ginia Hardware Association are: R. M. 
Frye, of Keyser, president; B. H. Clow- 
ers, of Oak Hill, vice-president; James E. 
Carson, of Dayton, Ohio, secretary-treas- 
urer; J. G. Foster, of Beckley; F. A. 
Stahlman, of Parkersburg, and C. D. Kyle, 
of Wellsburg, executive committee. 


A Larger Rural Mail Box 
Approved by Post Office Dept. 


The Information Service of the Post 
Office Department has issped the follow- 
ing notice dated Dec. 15, of interest to 
dealers handling rural mail boxes. 

“Because of the large increase in the 
amount of parcel post being received by 
rural patrons and the inadequacy of the 


existing type of rural mail box, Post- 
master General New today approved a 
much larger box and_ specified that it 


should be installed by rural patrons on 
all new routes and extensions to old ones 
on both rural and star routes. 

“The new, or No. 2, box is more than 
four times the dimensions of the present 
No. 1 type, the cubic content being 3250 
cu. in. as compared with 750 cu. in. 

“Patrons of existing routes will not be 
required to replace their old boxes with 
the new ones unless they so desire so 
long as their boxes remain serviceable. 
Replacements, when made, however, will 
be with the larger box. 

“The new box, built on the same gen- 
eral lines as the old one, will accommodate 
most parcel post packages as well as first 
class mail and newspapers, A model of 
the box has been approved by officers of 
the National Rural Letter Carriers’ As- 
sociation.” 


The business sessions and | 





Manufacturers’ Agency in N. Y. 


Edward Weingarten has embarked in a 
business of his own and will operate in 
the hardware field as manufacturers’ 
representative. With headquarters at 286 
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EDWARD WEINGARTEN 
Fifth Avenue, New York City, he will 


cover New York State, New Jersey, 
Philadelphia, Baltimore, and Washington, 
D. C., concentrating on the wholesale hard- 
ware trade. At the present time he rep- 
resents C. S. Norcross & Sons, Bushnell, 
Ill, and other manufacturers of related 
lines, and plans to handle one or two addi- 
tional lines. 

Mr. Weingarten has been associated 
with the hardware business for the past 
15 years. He resigned recently as an 
Eastern advertising manager of Hardware 
Dealers’ Magazine, previous to which he 
was with the Winchester Repeating Arms 
Co., and prior to that was with Harp- 
WARE AGE. Mr. Weingarten has person- 
ally visited every hardware jobber in the 
United States and Canada and most of the 
well-known retail hardware stores of both 
countries. He has always been a student 
of merchandising trends and is familiar 
with current distribution problems. 

F. J. Murphy, Superintendent 
Devoe’s Newark, N. J., Factory 


fF. J. Murphy, who has been with De 
voe & Raynolds Co., Inc., 1 West Forty- 
seventh Street, New York City, for the 
past 25 years, has been appointed  super- 
intendent of Devoe’s, Newark, N. J., var- 
nish factory. 


Royal W. Aldrich Retires from 
Montague City Rod & Reel Co. 


After 39 years of continuous service, 
Royal W. Aldrich, superintendent of the 
Amherst, Mass., plant of the Montague 
City Rod & Reel Co., Montague City, 
Mass., resigned from the company on 
Dec. 1. 

From 1904 to 1925 Mr. Aldrich was 
foreman of the Ambherst branch and 
upon the death of E. P. Bartlett, presi- 
dent of the company, became superin- 
tendent of the branch. Leander Aldrich, 
son of R. W. Aldrich and grandson of 
E. P. Bartlett, founder of the company, 
has succeeded to his fathers’ position 
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Eastern Nail Co. Distributing 
“Skyscraper” Rubbish Burner 


The Eastern Nail Co., Inc., 176 Union 
Avenue, Providence, R. I., has taken over 


sales for the entire United States of the | 
manufac- 


“Skyscraper” rubbish burner, 
tured by H. B. Bornside of Providence. 


| and now employs almost two hundred peo- 
| ple in its factory. 


| 
| 
| 
| 


James S. Kenyon, who is treasurer of | 
the Eastern Nail Co., is also president and | 


treasurer of the Tremont Nail Co., Ware- 
ham, Mass. 


Master Lock Co. Has Expanded 
—C. G. Crabb Joins Company 


An intensive expansion program has 
recently been completed by the Master 
Lock Co., Milwaukee, Wis. The factory 
has been enlarged in size and production 
has been greatly increased. 

Charles G. Crabb, formerly secretary 
of the Milwaukee Association of Com- 
merce and sales manager of the Ad-ven- 
ture Corp. has become the sales promo- 
tion manager for the Master Lock organi- 
zation. 


Co., is the new advertising manager of 
the Master company. ‘ 

The growth of the Master Lock Co. has 
been very rapid. The company was or- 
ganized about four and one-half years 
ago, employing only four or five men. 
The concern has become one of the larg 
est padlock manufacturers in the country 


Willis A. Meyer, formerly ad- | 
vertising manager of the Edmonds Shoe | 


Cc. G. CRABB 





Republic Brass Corporation 
Combines Six Companies 


poration, in Rome, N. Y., combining six 
large brass manufacturing companies, with 
| assets of $39,000,000, has been practically 
completed with the ratification of the con- 
solidation by stockholders of the constitu- 
| ent companies. 
As mentioned in HaArpware AcE for 
| Dec. 13, the new corporation will acquire 


Organization of the Republic Brass Cor- | 


| the assets, business and good will of the 
| Rome Brass & Copper Co., Rome, N. Y.; 
the Michigan Copper & Brass Co. and the 





Higgens Brass & Mig. Co., Detroit; the 
Taunton-New Bedford Copper Co., Taun- 
ton and New Bedford, Mass; the Dallas 
Brass & Copper Co., Chicago, and the 
Baltimore sheet mill of the General Cable 
Corp., Baltimore. 

Through stock ownership in the Michi- 
gan Brass & Copper Co., the American 
Smelting & Refining Co. will have a sub- 
stantial common stock holding in the new 
corporation. 

Barton Haselton, president of the Rome 
Brass & Copper Co., will be chairman of 
the board of the new corporation, and 


| George H. Allen, president of the Michi- 


| finance committee American Smelting 


gan Copper & Brass Co., will be president. 

Directors will include Walter C. Bay- 
lies, chairman of the executive committee 
Edison Electric Illuminating Co., Boston; 
Francis H. Brownell, chairman of the 


& 


| Refining Co.; Walter P. Chrysler, presi- 


| 


} 
' 


dent Chrysler Corp.; H. T. Dyett, vice- 
president General Cable Corp.; Samuel L. 
Fuller, of Kissel, Kinnicutt & Co., New 
York investment bankers; C. S. Mott, vice- 
president General Motors Corp.; W. H. 
Peirce, vice-president American Smelting 
& Refining Co.; Walter Robbins, presi- 
dent General Cable Corp.; Alfred P. 
Sloan, Jr., president General Motors Corp., 
and Roger W. Straus, vice-president 
American Smelting & Refining Co 


Are You Merchandising the Traditions in Your Business 
to Your Own Employees? 


HERE is a story somewhere of | 

i a boy who was having trouble 
with the village bully. Hardly a 

day went by that the bully did not beat 
him into tears and despair. Each day 


he came home to his grandmother who 


tried in every way to muster his 
strength and get him to fight back. 
Each day he would promise to stand his 
ground and yet each day at the crucial 
minute he weakened, was beaten, and 
fled. 

Then Memorial Day came and the 
wise grandmother took the boy into the 
attic and led him to a trunk from 
which she drew forth his grandfather's 
uniform. Unfolding it before him, she 
told the boy about his grandfather’s 
heroism—how he fought and stood his 
ground—in the face of terrible odds. 

Suddenly she saw a strange light 
come into the lad’s eyes. Something 
of the spirit of the grandfather seemed 
to enter the boy’s soul. He begged her 
to go on and drank in every word. And 
at the right moment, the grandmother, 
who had never even heard of psy- 
chology, used it like an expert. Taking 
the grandfather’s medal from the coat 
she pinned it to the inside of the boy’s 
shirt. 

“Be brave,” she begged. “With this 


inside of you, you can never fail. As 
long as this is with you, you will never 
run.” The boy believed. All night he 
held the medal in his grasp and 
dreamed of battles and heroism. The 
next day he left the village bully in a 
state, half way between an ambulance 
and an undertaker. 

For months it went on. The boy, the 
medal and his courage. And then a day 
came when the wise grandmother took 
the medal away, without the boy’s 
knowledge. Again the bully came to 
attack and again the boy fought. Dur- 
ing the fight he reached for the touch 
of the medal and discovered to his sud- 
den fright it was gone. The impulse to 
| run seized him. But in that moment he 
| won. He did not run. Instead he 
fought and fought so, that the bully left 
him alone for ever after. 

A moving-picture story? Yes. But 
also a story for the ages. And for every 
man who lives in them. Millions of 
men shrink from life as did that boy 
from the bully. Problems, impending 
defeats and disasters frighten men and 
make them run when the need is for 
standing and fighting. Thousands of 





| won against overwhelming odds, and 


| yet they come to their tasks with an in- 





men work for companies, rich in tradi- | 
| tion, rich in tales of courage and victory | 


difference which is only one step ahead 
of decay. And when clouds gather the 
impulse to quit and run seizes them as 
it seized the boy. 

The battles these men lose are lost 
because they are dead to the traditions 
in their own companies. Their souls 
have never drunk in the glory and the 
sacrifice on which these industries are 
reared. 

In every business there is a_ bully. 
He goes by a dozen names. Some are 
“delay,” “indifference,” “getting by,” 
and “it can’t done.” Each day he 
comes to whip men just as the bully 
came to whip the boy. 

Tradition taught the boy not to run. 
It crept into his soul and gave him an 
armor with which he fought even after 
the medal was gone. Most successful 
businesses in America had a “grand- 
father” who fought against great odds. 
The reputation, the responsibility and 
the confidence the business has won, 
are its medals. 

Let’s find a way to pin them on the 
shirts of millions of young men who 
run when they should stand and fight. 
Perhaps the little old grandmother, who 
knew how to merchandise courage, has 


be 


a lesson for us all. 
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General Market News 





Business Outlook Indicates 
Continuance of Active Demand 


New YorK, Dec. 28.—Active demand and generally brisk busi- 
ness conditions promise to feature the incoming of the new year. 
During the holiday season staples commanded a good share of the 
attention of consumers, and a review of reports from important 
market centers indicates that this healthy condition will continue 
well into the opening months of 1929, although there may be some 
falling off of shelf hardware until after inventory. The past twelve 
months have shown a rather steady advance in most lines, and on the 
whole the hardware trade has reflected the improvement. Actual 
consuming needs have not been outrun. 

Employment is at a high level in comparison with a year ago, 
which prompts the belief that there will be a well stabilized demand 
by consumers in the coming months. 

Prices are notably firm and leaning toward advances. 

Collections are continuing to average fair. 





Business Outlook for 1929 Is 
Sound, Says Gerard Swope 


“The electrical manufacturing business 
for 1928, on the whole, has been quite 
satisfactory, with an increase in volume 
of about seven per cent,” says Gerard 
Swope, president, General Electric Co., 
in a recent statement which continues: 

“It is remarkable that the use of elec- 
tric current in the homes and in the fac- 
tories continues its high rate of increase 
from year to year. The 1928 rate of in- 
crease is about eight per cent and, as 
stated last year, this is becoming one of 
the best indices of general and industrial 
conditions in America. 

“Basic economic conditions are sound, 
inventories not unduly expanded, credits 
and collections satisfactory, earnings of 
labor are high, and employment steady, 
all of which presage a favorable outlook 
for 1929.” 


Last Week’s Prices Average 96.8 
P. C., Says Fisher 


Prof. Irving Fisher of Yale University 
announced Dec. 16 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 96.8 per 
cent. The November average was 97.5 
per cent. The purchasing power of the 
dollar was 103.3c. on a 1926 basis of 100c. 
The November average was 103.1. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
92.8. The November average was 92.4. 





The Italian index on the revised 1926 
level for the week ended Dec. 8 was 76. 
The average for November was 75.8. 


Big Decrease Reported in 
Year’s Bank Failures 


A material decrease in the number of 
bank failures for 1928 was indicated by 
figures published by the Federal Reserve 
Board, Dec. 19. F 

For the first ten months of the. year 
there were 371 failures, against a total 
of 662 for 1927. Failures for the last 
four months have been well under those 
of the same period last year. 

Total deposits of banks closing this year 
were given as $116,004,000, as compared to 
$193,891,000 in 1927. 

Improvement in the condition of mem- 
ber banks of the Reserve system was par- 
ticularly noticeable, only 54 of these insti- 
tutions having closed in ten months of 
1928. In 1927 member bank failures num- 
bered 124. Deposits of the member banks 
closing this year amounted to $33,179,000. 

There were 317 non-member bank fail- 
ures the first ten months of the year, with 
total deposits of $82,825,000. 

In October there were no suspensions 
in the Boston, New York, Philadelphia 
and San Francisco districts. Atlanta led 
with 11 failures. Thirty-eight banks closed 
in October, three member and 35 non- 
member, with deposits of $9,134,000. 





Revenue Freight Loadings Rise 
84,566 Cars in Week 


Revenue freight loadings for the’ week 
ended Dec. 8 totaled 984,352 cars, or an 
increase of 84,566 cars above the pre- 
ceding week, the car service division of 
the American Railway Association an- 
nounced today. Increases were reported 
in the total loading of all commodities. 

The total for the week of Dec. 8 was 
an increase of 106,676 cars over the same 
week in 1927, but 8103 cars under the 
corresponding week two years ago. 

Loadings for the week, compared with 
the corresponding week last year, were 
as follows: 

Miscellaneous freight, 353,629 cars, an 
increase of 45,747 cars; coal, 199,090 cars, 
an increase of 26,663 cars; grain and grain 
products, 56,719 cars, an increase of 12,- 
485 cars. In the Western districts alone, 
grain and grain products loading totaled 
38,390 cars, an increase of 8911 cars over 
the same week in 1927. 

Live stock, 33,697 cars, an increase of 
1918 cars. In the Western districts alone 
live stock loading totaled 25,596 cars, an 
increase of 1572 cars compared with the 
same week in 1927, 

Merchandise less than  carload lot 
freight, 255,875 cars, an increase of 9218 
cars; forest products, 63,443 cars, an in- 
crease of 6530 cars; ore loadinB, 11,193 
cars, an increase of 3075 cars; coke, 10,- 
706 cars, an increase of 1040 cars. 


Dealers Discuss Inventory Meth- 
ods and Use of Adding Machines 


The regular monthly meeting of the 
Hardware & Supply Dealers Association 
of the Manhattan & Bronx Boroughs, Inc., 
was held Tuesday, Dec. 18, at the Prince 
George Hotel with President Joseph 
Ringler presiding. The early part of the 
evening was devoted to a study of adding 
machines conducted by representatives of 
the Burroughs Adding Machine Co. These 
men gave instructive demonstrations on 
five or six machines particularly adapted 
to the retail hardware business and an- 
swered queries on the use of machine 
equipment in handling accounting matters. 

Charles J. Heale, Harpware AcE, led 
a discussion on methods of taking inven- 
tory, outlining several methods he had 
observed in recent travels. He answered 
questions and explained the uses of the 
Harpware AcE Price Book and the Harp- 
wARE AGE Inventory System. Secretary 
C. H. Tilson agreed with the arguments 
used by Mr. Heale and told of his own ex- 
periences. It was generally agreed that 
devoting a full Sunday to inventory, or in 
other words completing the job at one 
continuous session, was the best method. 
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New England Jobbers and Retailers Look 
Forward to 1929 with Much Confidence 


(Boston Office of HARDWAKE AGE) 


BOSTON, Dec. 24.—New England jobbers and retailers of hard- 


ware look forward to 1929 with much confidence. 


of certain kinds of merchandise 


majority of items are badly broken. 


Jobbers’ stocks 
are moderately large, but of a 
Retailers’ stocks of holiday 


goods are quite depleted, while those of standard merchandise are 
comparatively light. Both the jobber and the average retailer did 


a better Christmas business than anticipated. 


Industrial New En- 


gland is very much better employed than it was a year ago, and 
wages, except those at some textile centers, are good. Banks are 
more inclined to solicit a market for loans among retail merchants 


than they have been in a long time. 


The present optimism of the 


hardware trade is therefore easily understood. 
This week the jobbers will be engaged in taking stock and making 


plans for the future. 


As in former years, they most likely will 


have a lot of odds and ends to offer the retail trade at attractive 


prices during the next fortnight. 


Many retailers also will begin 


to take inventory this week. While it is a little early to forecast 
the outcome of 1928, it is reasonably safe to assume that jobbers 
sold more merchandise than in 1927. But because of the disparity 
in prices in 1928 and 1927, it is difficult to get a line on 1928 gross 
sales figured in dollars for comparison’s sake. 





AUTOMOBILE ACCES SORIES.— | 
Jobbers unquestionably will make a big | 
drive on automobile tires and tubes | 
within the immediate future because | 
they are ‘firm in the belief that prices | | 
today are low. A good business is ex- | 
pected in tire chains and anti-freeze 
products during January. Not much 
activity is anticipated in other automo- 
bile accessories, however. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Tires a line, etratatnt side, 

30 x 3 "| $8.85 each; 31 x 4 in., 

; 4 in., $11. 80: 33 x 4 in., 

; 38 x 4% 

- 6 .70; 33 x 5 

in., $21.15; 35 x 5 in., $22.70. Discount 
5 per cen nt. 

Tires.—Mansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 x 4.60 in., $8.45; 30. x 5.00 in., 
$10.20; 31 - 5.00 in., $10.65. Discount 
5 per cen 

Tires. er Niansfield line, balloon, six 
ply, 30 x 4,50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5.50 in., $15.65; 
35 x 6.00 in., $18. 55. Discount 5 per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 z 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Ln ge egy ag line, six to the 

75 » $9. 90 per carton; 


33 x 6.60 in, $16. 50. Discount 10 per 
cent. In less than carton lots, 10c. 
per tube should be added to the list. 

Prestone.—In % gallon containers, 
$3.80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


BARBED WIRE.—Jobbers have estab- 
lished new store prices on barbed wire, 
which show an advance of $2 a ton. 





It is believed that retail stocks of 


barbed wire are small, and that a good 
business will develop during the next 
month or two. 

JOBBERS’ 


QUOTATIONS” TO RE- 
TAILERS. F.0O.B. BOSTON 

Barbed Wire.—From 
ply, 80-rod reels, $3.44 per reel; 


two- 
four- 
$3.98. From mill, 
four-point, 80-rod 
reels, in car lots, $3.21 per reel; in 
less than car lots, $3.43. Catch 
weight reels, in car lots, $3.40 per 
ewt.; in less than car lots, 65. 

Cable.—Barbless, f.o.b. mill, Pitts- 
burgh, in car lots, $2.48 per cwt.; in 
less than car lots, $2.65. 


BUILDERS’ HARDWARE. — As was 
intimated by jobbers a week ago, at 
least some of the most popular makes 
of builders’ hardware have been ad- 
vanced approximately 10 per cent, and 
Boston prices have been revised accord- 
ingly. 
JOBBERS’ QUOTATIONS. TO RE- 
TAILERS, F.O.B. BOSTON 
Sets.—Inside latch sets, $5.50 per 
doz., net; inside lock sets, $6.50; 


front door lock sets, $1.45 to $6.50 
vestibule lock sets, $1.30 


eer 


point, 80-rod reels, 
f.o.b. Pittsburgh, 


each, net; 
to $6. 


CONDUCTOR PIPE.—A great deal of 
conductor pipe will be needed through- 
out New England during the early 
spring months, consequently jobbers ex- 
pect to book many orders in the imme- 
diate future. 


JOBBERS’ bap li Re snd TO RE- 
TAILERS, F.O.B. BOST 

Conductor Pipe.—Steel, eo gage, 2 
in., in lots of 250 ft., 18c. per ft., list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount, 75 per cent. Higher 
prices are asked for smaller lots. 

Elbows.—Round, corrugated, steel, 
28 gage, No. 2, 2 in., 30c. each list in 


lots of 300; 3 in., 36c. No. 3, 2 in., 





30c.; 3 in., 36c. 60 and 10 
per cent. Toncan iron, No. 2, 2 in 
40c, each list in lots of 300; 3 in. 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. 
Discount, 55 per cent. Highe r prices 
are asked for smaller lots. 


COTTON GLOVES.—Jobbers here say 
an advance in cotton gloves is in the 
making, but they are not prepared to 
give details. 
FENCING.—Quite a little forward 
fencing business was booked some time 
ago by jobbers, but they state the 
surface has not been scratched. It is 
their belief that new high record sales 
will be established in 1929 on this 
class of merchandise. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Fencing.—Lawn, ornamental, 
rod rolls, 36 in., $1.73 per rod; 
$1.88; 48 in., $2.20. 
Fencing.—Field, 
6, $5.80 per cwt., 
$7.41; 10.47 x 12, 
$8.69. 
Staples.—Galvanized fence, in 
Ib. kegs, $6.25 per cwt.; in 10 Ib. car- 
tons, $7.50; in 1 lb. papers, $8.50; in 4 
lb. papers, $9.25; in % lb. papers, $11. 
Staples.—F. 0.b. mill, Pittsburgh, in 


car lots, $3.45 per cwt.; in less than 
car lots, $3.70. 


GARDEN TOOLS.—Most of the largest 
retail dealers in New England covered 
their 1929 garden tool requirements 
some time ago. There are a few who 
have not, however, but they probably 
will do so during January. The small 
retailer most likely will not buy until 
spring. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

a Tools.—Trowels No. 214, 6 
i 25 per doz., net; No. 6 x 6 in., 
$1.32. No. 85, 85c.; No. 120, $1.50; No. 

Forks, No. 300, $3.50; No. 

: Weeders, $2. 

Garden Sets.—No. 112 2, child’s three 
tools, $1.50 per doz., net; No. BBT, 
$2.14: No. F, $4.54: No. HF, four 
pieces, $9; three pieces, 
$15.38; N 3, three tools, $6; No. 
1842, $1. 20: No. 860, $2; No. 867, $4; 
No. 870, 6. 


LAWN ACCESSORIES.—Rubber hose 
at going prices is cheap, and retailers 
are being urged to cover their early 
1929 requirements. Lawn mower 
prices were established some time ago, 
consequently the retailer cannot ex- 
pect reductions. Retail stocks of hose 
reels, trimmers, rollers, rakes, sprin- 
klers, couplings and nozzles are be- 
lieved to be small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 
Hose.—Rubber, garden, Commer- 
cial, 54 in., 6%c. per ft., net; Leader, 
5% in., 74%4c.; Vigilant, 


¥% in., 6%c.; % 
5 in., 8%c.; Olympia, % in., 8%c.; 
Good Luck, 5 in., 10c.; Milo, % in., 
10%c.; Bull Dog, 5 in., 13%4c. 
Lawn Mowers.—Roller bearings, 16 
+ $18.25 each, net; 18 in., $ : 
20 in., $20.75; roller bearers, 
$16.75; 18 in., $17.50; 20 in., 
Automatic style, 11-5, 16 in., 
; 20 in., $14. Style 10-4, 
; 16 in., $10.50; 18 in., $11.25; 
. Style 9-4, 14 in., $9; 16 
a 50; 18 in., : .50; 
ball bearing, 16° in., 


$15.50; 20 in., $16. 
in., $10.50; 18 in., $it. 25; 20 in., 


Discount, 


in 10- 
42 in., 
8.32 x 
x 6, 
zn < 


galvanized, 
net; 10.46 
$5.44; 11.55 


100 


$12; 
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high wheel, 14 in., $9; 16 in., $9.50; 
18 in., $10; 20 in., $10.50; special, 
style 8-4, 14 in., $8.50; 16 in., $8.90; 
18 in., $9.30; special, style 8-3, plain 
bearings, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 
NAILS.—The recent advance in wire 
nails has stimulated rather than di- 
minished retail interest and quite a 
tonnage of business has been booked by 
jobbers. Further good buying is an- 
ticipated. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Nails.—Wire, from store, $3.50 per 
keg base; from mill, in car lots, $2.75 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $3. Cement coated 
nails, in car lots, $2.75 per keg base, 
f.o.b. Pittsburgh; in less than car 
lots, $3. Cut nails, from store, $4.25 
per keg base; galvanized cut nails, 
from stock, 8d. and smaller, $6.25 per 
100 lb. base; larger sizes, $6.85. Mill 
shipments, 8d. and smaller, $5.75 
base; larger sizes, $6.35. Hardened 
steel floor, direct shipments, $7.60 
f.o.b. Wareham, Mass.; from store, 
$8.10. Western cut nails, direct ship- 
ments, in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 


POULTRY SUPPLIES.—There is 
every indication that 1928 poultry sup- 
ply sales compare very favorably with 
those for 1927. Jobbers are of the 
opinion that 1929 will be even a 
greater year. More and more New 
Englanders are going in for poultry, 
either on a large or small scale, and 
the retail dealer is the logical source of 
supply for necessary equipment. 


JOBBERS'’ gh t+ TO RE- 
TAILERS, F.0.B. BOSTON 


* No. 91, 100 chicken capacity, $13.83; 





| be. The general belief is that it will 
| not be a general advance. 





No. 81, 500 chicken capacity, $15.05: 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 — capacity, $22.05. 
Coal burners, 117, 350 chicken 
capacity, $11.55; rs, 118, 500 chicken 
capacity, $15.05; No, 119, 1000 chjcken 
capacity, $18.55. Electric burners, 
No. 90, 50 chicken capacity $10.15: 


No. 92, 200 chicken capacity, $17.33; 
No. 93, 300 chicken capacity, $20.65. 

Poultry sate rs rar stock. 
hexagon, galvanized after weaving 50 
per cent discount; galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill shipments, galvanized 
after weaving, 50 and 10 per cent 
discount; galvanized before weaving 
50, 10 and 10 per cent discount. 


ROOFING MATERIAL.—Jobbers inti- | 
mate that an advance is coming on cer- 
tain kinds of rcofing material, but add 
that they are not in a position to state 
at the moment what the change will 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Roofing Paper.—Roll, eehoutha sur- 
face, heavy, $2 per roll net; extra 
heavy, $2.40. Apex, medium, $1.60. 
Battle Axe, light, $1.15; medium, 
$1.45; heavy, $1.70. Mineral surface, 
super seo 4 red and green, $2.55. 
Balmar, $2.35. 

Building Paper.—Red Star sheath- 
ing, 25 to 35 Ib. to roll, $1.10 per roll 
net; Continental, black, 500 ft. to 
roll, $2.20; 250 ft. to roll, $1.25: red 
rosin, $61 per ton. Deadening felt, 
$113. Asphalt felt, $75 a ton. 

Shingles.—Hexagon, strip, green, 10 
in., $4.80 per square net; green and 
blue, 12% in., $6.20. Giant individual, 
$9. 20. Kolortint, $9.50. Standard 
green and blue, individual, $7. 


SASH CORD.—Conforming with ad- 


Phoenix, No. 6, 50c.; No. 7, 48c.; 

Nos. 8, 9, 10 and 12, 47c. Competitive, 

No. 7, 39c.; No. 8, 38c. 
SCREENS AND DOORS.—During the 
next month or so retailers will be 
pushed to place their orders for screens 
and doors. At present, prices are as 
they were last season, but it will be re- 
called that early last season prices 


| were advanced. 


WIRE CLOTH.—The jobbing trade is 
all set to round up wire cloth business 
for 1929, and they confidently feel that 
good orders are in the making. The 
average retailer within a week or two 
should know where he stands on such 
merchandise. 


JOBBERS’ a aplte of TO RE- 
TAILERS, F.O.B. BOST 


Screen Wire Cloth.—From_ stock, 
in rolls of 100 ft. lineal ft., black, 12 
mesh, $2.10, net; 14 mesh, $2.65; 16 
mesh, $3.05. Opal, 12 mesh, $2.50; 
14 mesh, $2.9 16 mesh, $3.35. 
Bronze, 14 iM $6.75; 16 mesh, 
$7.25; 18 ae $7.75. Copper 14 
mesh, ss 16 mesh, $6.7 18 
mesh, 

Wire ah stock, galvan- 
ized, standard grade, widths 24-in. 
to 48-in., inclusive, in rolls of 100 
lineal ft., prices net per unit: 


Mesh Net 
Ee er ree rr era $4.20 
ee Be eer eres errr, k 4.40 
Se eee errr cere er 4.45 
SEE cc cath oees aah oen cenee eres 4.70 
PEO a, vk cease ensk pacocgendae ven 4.70 
BOs ok ca uyiac’saavass ceshsceereo 4.95 
D Mire ici vata Rice bone pene bop Grae 5.45 
ee Ae Ree te ee ers 5.45 
| Pere oe ere e 6.20 


Widths under 24-in., 25c. extra. 


Incubators. my 40, $1.75 each, net 
style E, No. 


No. 17, ag 73. No. 1, $26.25: No. 2 
$31.15; No. 3, $40.43; No. 4, $47: No. 
Brooders.—Oil burners, No. 27A, 


200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 


5, $74.90. a 
| 
No. 80, 350 chicken capacity, $13.30; | 


| vances made by certain makers of sash 
, $11.50; No. 16, $19.2 | eord, jobbers have advanced prices 2c. 
per pound. Revised prices follow: 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON $4.75; 16 mesh, $5.25. Widths nar- 


Sash Cord.—Samson, No. 7, 69c. per 
Ib., net; Nos. 8, 


Widths over 48-in., 50c. extra. 
In 50 ft. rolls, 10c. extra. 

Wire Cloth.—From_§ stock, pearl, 
standard grades, widths 24-in. to 
48-in., in rolls of 100 lineal ft., reg- 
ular grade, 12 x 13, $4.25; 14 mesh, 


rower than 24-in., 10c. extra; widths 
wider than 48-in., 50c. extra. 





9 and 10, 68ce.: 





Everybody’s Business — (Continued from page 38) 


Dissatisfaction is a sign of progress. But let us not 
lament the substitution of our present machine era for 
yesterday’s hardships, restrictions and dearth of oppor- 
tunity. Most of the people who now decry the ad- 
vances of science, especially the wide use of machinery. 
would be the last ones to return and remain contented 
in a medieval environment. Europe is losing in the race 
with America because she refuses to give up the fight 
against the tempo of speed. 

It is our scientists and engineers with their thousands 
of mechanical devices who will be compelled to save us 
from the consequences of the mad orgy of gambling 
that now threatens to engulf the nation. When the lure 
of “easy money” in the stock market has lost its attrac- 
tiveness ; the song of the Wall Street siren no longer has 
charm; and we wake up in the cold gray dawn of the 
morning after, then a cry will go up for better methods, 
still greater inventions and more new machines. 

In a period like the present when so many people are 
trying to double and triple their capital in’ the span of 
a year or two; when there is no longer romance in the 
orderly routine of normal growth; when impossible 
hopes have been capitalized and inevitable difficulties 
ignored; when stocks pay less than bonds, and some 
active issues advance in one day as much as their present 
annual dividends would total in ten years; and when 
powerful financial interests are proposing plans to main- 
tain a price level that has already discounted exaggerated 
possibilities, a tremendous responsibility is being shifted 


from the shoulders of speculators to those of workers. 
It is management that will be required to produce re- 
turns to justify the high values placed on hundreds of 
listed securities. 

If even a fraction of today’s promises and expecta- 
tions are to be realized, we may be sure that the replace- 
ment of human hands by machines will proceed at an 
ever-increasing rate. We may be certain that the 
achievements of science and invention will continue at a 
still faster pace. This means a heavy penalty will be 
placed on those who fail to utilize promptly every 
variety of automatic device. 

The over-inflation that is taking place in many cor- 
porations is developing a situation in business that in 
many ways resembles the conditions produced by war. 
When great nations engage in a conflict of armaments, 
the consequences are disastrous to many. But the out- 
come in a material way is a stimulation of original 
thought and an awakening of inventive genius. Like- 
wise, when the struggle is in the field of trade and 
commerce and is brought on by the necessity of pay- 
ing dividends on capitalizations that have been marked 
up three or four hundred per cent, the fight involves 
everyone, down to the smallest retailer who must com- 
pete with the high-salaried managements of the greater 
units that are forced to put forth supreme efforts. 

There is a wide difference between profits on paper 
and those in the bank—between wealth created by infla- 
tion and that which is directly productive. 
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Inventory Engages Dealers’ and Jobbers’ 


Attention in Twin Cities— No Price Changes 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Dec. 24.—Another Christmas has come and gone, 


with its attendant rush and crowded stores. 


Dealers and jobbers 


alike are busy at inventory, and clearing away for the new year. 

In many of the jobbing houses this week has marked the annual 

sales convention, with plans and suggestions for the coming year. 
The final week of holiday sales seems to have shown fairly good 


totals. 


pers for the two weeks just preceding Christmas. 
also, when presents are exchanged at the 


annual “exchange week,” 


Stores in the larger centers have been well filled with shop- 


This week is the 


stores for the right sizes and styles of merchandise for the re- 


cipient. 


Prices have in the main been forgotten recently, and there will 
probably be no more changes until after inventory is practically 


out of the way. 


No changes will be noted in this report. 


AXES.—Demand continues good, with| ing with the season. 


stocks well assorted as to sizes and! changed. 


styles. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
Pg $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 
BALE TIES.—Demand is fair, and 
prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 
COAL HODS.—Sales are showing a 
good demand, with stocks well filled. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Japanned open coal hods, 17 in., 








$3.35; 18 in., by 85; Japanned funnel, 
17 in., $4.30; 18 in, $4.90; galvanized 
open, 17 in., $4.65; 18 in., $5.40; gal- 
vanized funnel, 17 in., $6; 18 in., $6.80 
doz., net. 
FILES.—Demand is normal for this | 
time of the year. Prices show no | 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 
GALVANIZED WARE.—Tubs, baskets 
and ash cans are selling steadily. Other 
items show a fair demand. Prices are 

unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5. 50; stand- 
ard galvanize’ tubs, No. i, ; No. 
2, $7.90; No. 3, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 8, $15.25 doz., net. 


GLASS AND PUTTY.—Call for this 
line is showing decline as the storm 
sash work has all been completed for 
this year. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 


Minnesota prices, 83 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


NAILS.—Deliveries are light, in keep- 





| 
| 
| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 lb. kegs at 
$3.10 per keg base. 


| OIL STOVES AND HEATERS —Call | 
for this line is normal, with prices 
steady. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
No. 500, Nesco oil stoves, $80 each; 
No. 213, $22 « 2ach; No. 213, with No. 
1103 sheif, $28.50 each, less 30-5 per 
cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $10; No. 279, 


No. 74, 4 burners, $29.50; 
No. 72, $18. Puritan 
porcelain, with 
249, $122; stoves, 
$29.50; No. 43, 3 
$18. Puritan 
white porce- 


$120. Stove 

No. 73, $23.25; 

oil ranges, 

built-in ovens, No. 

No, 44, 4 burners, 

burners, $23.50; No. 42, 

pressure-gas (gasoline) 

lain range with built-in ovens, No 

28; stoves, No. 714, 4 burners, 

. 713, $33; No. 708, 3 burners, 

$26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.79; No. 122G, 2. burner, 
—_— swing door, $6.20; Puritan, No. 

2 burner, glass drop door, 
$e, 50: No. 42, 2 burner, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50; 
No. 1526, a japan, Pyrex globe, 
$9.75; No. 530, black japanned, 
nickel Pe Ag $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 3314 per cent: on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 

PYREX OVENWARE.—Demand has 

been very good for ovenware during the 

holiday trade. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO.RE- 
TAILERS, F.0O.B. TWIN CITIES: 

No. 623 cesseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33: No. 212 bread pans, 60c.: No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes. 67c.: No. 
12 teapots, $1.67; No. 26 teapots, 
$0, 33 and No. 953 percolator tops, 7c. 
each, net. 


REGISTER S.—Sales 








are steady, 


| REGISTER 


Prices have not 


though lighter than in the early fall. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists. 

AND RADIATOR 
SHIELDS.—Call for these items shows 
a steady demand, with stocks well as- 
sorted. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.0.B. TWIN CITIES: 
Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 


2, wall type, 
$5.20. Prices are 
dozen. No. 
copper. No. 
enameled. 
Radiator shields, Gem, 
No. 1, $4; No. l-a, $4.50; 
3, $5; No. 4, $5; No. $5.50: No. 
5; No. 6-b, $6: No. 7, $b. 50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 


ROPE.—Sales are steady, with prices 


$6, and No. 20, wall type, 
net to dealers per 
1 and No. 2 are oxidized 
10 and No. 20 are black 


adjustable, 
tO, 2, $4.5 50: 


| unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; bast grade sisal rope, 
17e. Ib., base. 

SANDPAPER.—Demand is fair for 


for this season of the year. Prices are 
firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; 


garnet No. 1, $16.75 per ream, net. 


| SCREWS.—Sales have been fair, with 





stocks well assorted. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Flat htad, bright wood screws, 50 
per cent: flat head japanned, 37% 


per cent; round head blued, 45 per 
cent; round head iron nickel plated, 
25 per cent; flat head brass, 40 per 


cent; round head brass, 
from lists. 


SKATES.—Demand during the 
day trade was excellent, and is appar- 
ently continuing over the year end. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Ice skates, No. 1624, men’s, 84c. 


35 per cent 


holi- 


No. 52416, $1.19; No. 924%, $3.31; No 
94, $3.13; No. 514, 84c.; ladies’ skates, 
5624%, $1.24; No. 5924%, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 
num finish, $6.75: nickel finish, $7.75 
| pair, net. 
SOLDER.—Deliveries are normal for 
this time of year, with prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Strictly half and half solder at 34c., 
and warranted half and half solder 
at 35c. a Ib. in 100 Ib. boxes, net. 


| STEEL SHEETS.—Call for this line is 
fair, with prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt. base (24 ga.). and black steel 
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sheets at $3.90 cwt. base (24 ga.); 
Armeo galvanized iron, 24 ga., $6.65 
cwt., net. 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—Demand is steady, with the 
first season rush over. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 
in. elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle, dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Sales are consis- 
tent with the season, and prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Crystalized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$38 '95 doz., net. 
TOVE SHOVELS.—Sales are steady. 
with no price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Stove shovels, japanned, 14% in., 
50c.; Jumbo, japanned, 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz. net. 
TIN.—Demand is normal, with prices 


firm. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
14.50 box, and roofing tin, IC, 20 x 
8 in., 8 lb. coating, f15.50 box, net. 


WEATHER STRIP.—This line contin- 
ues to sell well, and stocks are kept 
well assorted in kinds and sizes. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Weather strip, wood and felt, % 
in. $2.00; &% im. 38; 1. io. $4. 20; 
Wirf's full reels, $3.50; ree full 
reels, $3.75 per 100 ft., net 


WINDOW VENTILATORS.—Demand 
is good and seems to be well sus- 
tained. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

Continental wood frame ventilators, - 
No. V836, $3.60; con V923, $4.05; No. 
V937, $4. 50; No. V949, $6. 10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per —_. net. 

Diamond E, metal frame, _ 
$4.10: No. $2, $4.80; No. 03, $5.6 No. 
1, $5.20; No. 2, $5.60; No. 3, “iendo: 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz., net. 





WIRE.—Sales are nominal, with prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, «* per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanize wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WRENCHES.—Call for wrenches has 
continued fair during the fall, with 
stocks ample for the demand. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, 13.75; 
No. 202, Heavy Duty Set, $3.80; ; No. 
404, Flexible Socket Set, $8: No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Glant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 





Cleveland Jobbers Did Good Volume 


of Christmas Business—Prices Are Steady 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Dec. 24.—Jobbing houses did a good volume of holi- 
day business, which in volume was about the same as last year. 
Most lines that are usually active during the holiday season moved 


well except sleds and skates. 


Mild weather with the absence of 


snow and ice so far this winter affected these lines. Radio equip- 
ment continued in heavy demand until the holidays. Staple mer- 
chandise did not show much activity during the holiday buying sea- 
son. However, a good volume of spring business has developed the 
past week or two in wire cloth, poultry netting, steel goods, screen 
doors and other spring merchandise. Jobbers have sold more spring 
goods up to the present time than they had up to the corresponding 


date a year ago. 


The only important price change is an advance of 10c. per keg on 
nails and $2 a ton on wire. This follows a corresponding advance 


made by manufacturers. 





AUTOMOBILE TIRES AND ACCES. 
SORIES.—There is a fair volume of 
business in accessories and tire chains 
are moving quite well. Tires are rather 
quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


-—Casings—. 
Heavy 
Regular Duty 

Size 4 Ply 6 Ply Tubes 
Each 
27x4.40—19 $7.20 ne ae $1.40 
29x4.40—21 7.60 $9.50 1.50 
30x4.50—21 8.45 11.05 1.60 
28x4.75—19 9.15 hee 1.65 
29x4.75—2Z0 9.55 no'ps 1.70 
30x4.75—21 9.95 PTY 1.75 
29x5.00—19 9.90 bene 1.76 
30x5.00—20 10.20 1.80 
31x5.00—21 10.65 1.85 
32x5.00—22 11.75 1.90 
28x5.25—18 11.10 1.85 


29x5.25—19 11.55 a 1.90 





30x5.25—20 11.90 13.85 2.00 
31x5.25—21 12.25 14.35 2.05 
28x5.50—18 12.30 Reais 2.20 
29x5.50—19 12.65 14.80 2.25 
30x5.50—20 cee 15.65 2.35 
30x6.00—18 15.75 2.25 
31x6.00—19 16.25 2.30 
32x6.00—20 16.55 2.40 
33x6.00—21 eee 17.10 2.55 
34x6.00—22 sees 17.80 2.50 
35x6.00—23 ae 18.55 2.55 
30x6.50—18 Kees 19.15 2.50 
31x6.50—19 coos 19.55 2.60 
32x6.50—20 ae 19.80 2.70 
33x6.50—21 nee 20.40 2.85 
30x6.75—18 sees 20.30 2.85 
32x6.75—20 see 21.40 3.15 
33x6.75—21 eeee 22.15 3.20 
34x7.30—20 30.30 3.45 


Mansfield High ‘Premere Cords and 
Tubes: 

Casings Heavy 

Heavy Duty 

Duty Tubes 


SER ee ae ea eS $5.85 $1.20 
3043 %4 Extra Size Cl.. 7.05 .30 








80x3% 1.30 
32x314 1.60 
31x4 1.90 
32x4 2.00 
33x4 2.05 
34x4 2.30 
32x41% 2.35 
33x41, 2.45 
84x41 2.50 
35x44 2.70 
36x414 2.80 
33x5 3.20 
33x5 3.40 


Mansfield Truck Cords: 
Truck Tubes 





Size Ply Cords Each 
Sao 8 $20.05 $2.35 
20.75 2.45 

21.50 2.50 

25.55 2.95 

28.25 3.20 

30.35 3.30 

31.05 3.40 

27.35 3.80 

32.40 5.05 

42.45 5.65 

46.60 5.40 

ie c<vephweetie 10 60.15 7.05 
BOT sesdasaste¥s 10 65.35 7.65 
SP er 12 85.35 9.45 
DOES biscesbeeens 12 91.60 10.20 


AXES.—tThese have quieted down, as 
most of the early winter buying has 
been done. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


First grade single bitted, rustless, 
black finished handled axes, $19.50. 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 

doz.; double bitted, unhandled. 
$20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES. — Radio batteries are 


still moving fairly well. Prices are 
unchanged. 
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JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CLEVELAND: 
B & C Radio Batteries: 
Unit Broken 
Packages Lots 
BT WR, nha s Fess Sale be $1.14 $1.22 
Me SE oo ok Hobo tear 1.30 1.40 
Se eee 1.92 2.06 
- a Sas 2.33 2.53 
ek. SR tee 2.80 3.00 
Lg ee ae ee 2.97 3.20 
Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages; 40c. in 
broken lots; Columbia igniter dry 
cell batteries, 32%c. in standard 


packages; 36c. in broken lots. 


BOLTS AND NUTS.—These continue 
to move in rather good volume, Manu- 
facturers have reaffirmed present prices 
for the first quarter, so that no change 


is expected in jobbers’ prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLMVELAND: 

Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size. 
Stove bolts, 75 and 10 per cent off 
list; semi- finished nuts in bulk, 60 
per cent off list; 54 per cent for 


packages. 
BUILDERS’ HARDWARE.—This 


is 


moving well for this season of the 


year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5.25 per 
doz.; heavy strap hinges, 6 in., $1.45 
per ‘doz.; 8 in., .38 per doz.: extra 
aa T hinges, 6 in., $1.73 per doz.: 

7 in., $2.40 per doz. 

Butts, case lots, 3 in., 17%c. per 
pair; 3% in., 18c. per pair; 4 in., 24c. 
per pair; for less than case lots, all 
sizes are 1c. to 2c. per pair higher; 
butts with sand blasted finish are 4c. 
per pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.25 per 
dos. ; sand blasted finish, $1.20 per 


CORRUGATED ROOFING.—This 
inactive. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 


28-gage corrugated roofing, 26 in. 
wide, $3.88 for 1% in., and $3.83 for 
2% in. for 10 squares or more. 


GAME TRAPS.—Jobbers have done 


a 


good season’s business in game traps, 


but — are now easing off. 


BBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Victor traps, No. 0, $1.10 per doz.: 
No. 1, $1.38 per doz.: No. 1%, $2.44 
per doz.; Oneida jump, No. 0, $1.59 
per doz.: No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 


GLASS BAKING WARE.\Holiday 
business stimulated the demand both 
for glass baking ware and mountings. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 
Casseroles.—Round or oval, 1 qt., 
» $1.17; 2 qt., $1.33; square, 
casseroles with fancy covers, 
35c. higher. 60 
IC. 5 


Pie Plates.—8 in., 50c.; 9 in., 
10 a": 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 
utility, Dishes.—No. 231, 67c.; No. 


.o cups, $1.67; 4 cups, $2; 
6 cups, 3. 
GLASS 


CLOTH AND _ CELL-O- 


GLASS.—Cell-O-Glass is still an active 


item. 


JOBBERS’ QUOTATIONS ps8 RE- 
TAILERS, F.O.B. CLEVE 


Cell-O-Glass in 100-ft. pg ‘120. 
per sq. ft.; glass _ in 100-yd. 
rolls, 24c. per sq. yd 


ICE SKATES.—Sales so far have been 


rather light this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 





Union Hardware Co. line: Alumo 
shoe skates, standard model, $6.75 
per pair; special, $5.50 per pair; pro- 
fessional, $8 per pair; Crusader, $4 


per pair; clamp skates, No. 624, 84c. 
per pair; No. 16244, $1.19 per pair; 
No. 172414, $1.62 per pair; No. 524%, 
$1.27 per pair; No. 5624, ladies’, $1.12 
per pair; No. 562414, ladies’, $1.44 per 
pair; No. 524%, ladies’, $1.55 per 
pair; children’s extension bobs, 40c. 
per pair; self-contained, ball bearing 
rolls, $1.20 per doz.; malleable iron 
skate keys, 36c. per doz.; stamped 


steel keys, 30c. per doz.; Union skate 
sharpeners, $1.85 per doz.; tan straps, 


in. x 20 in., $1.50 per doz. pair; 
5, in. x 28 in., $1.85 per doz. pair: 
5. in. x 20 in., web, $1.10 per doz. 
pair; % in. x 28 in., web, $1.40 per 


doz. pair. 
LANTERNS.—The demand 
off. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Victor, hot blast lanterns, $8.50 per 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13. 35 per doz.; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 


LAWN HOSE.—This is quiet at pres- 


ent. 


JOBBERS’ QUOTATIONS TO RE- 
bc scssy. F.O.B. CLEVELAND: 
_ 2-braid molded uncoupled hose, % 
in., 6%c. per foot; 5% in., 74c. per ft.; 
v4 in., 84%c. per tt.; ;: coupled hose is 
we. per ft. higher. 


LAWN ROLLERS.—Not many have 


been sold yet for spring delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND 

No. 4 lawn rollers, 18 x 24 in., white 
bearings, $10 each; No. 5, 18 x 24 in., 
with ball bearings, $12.75 each: No. 
7, 24 x 24 in., with ball bearings, 
$14.50 each, 


NAILS AND WIRE.—A price advance 
of 10c. per keg on nails and $2 per 
ton on all other wire products except 
wire fence has been made by jobbers 
following a corresponding advance by 
The advance appears 
to have stimulated business somewhat 
as some retailers are placing orders 


manufacturers. 


for January shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
factory and stock shipment, $2.95 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 
per 100 aa es 9 annealed wire, 
$2.95 per Ib. ; polished fence 
staples, $3. rv m. 100 lb.; galvanized 
fence staples, $3.65 per 100 lb.; coated 
nails, $2.85 per keg. 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.17 per 80-rod spool; hog 
wire, $3.43 per 80-rod spool. 


OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Oil cook stoves are 
starting to move for spring delivery. 
There is still some demand for gas 
Oil heaters are quiet. 


heating stoves. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Perfection oil stoves, white _porce- 
lain with built-in ovens, o. 339 
with 5 superfex burners, $140; No. 
279, $120; stoves, No. 74, 4-burner, 
$29.50; No. 73, $23.75; No. 72, 8. 
Puritan oil range, white porcelain, 
with built-in ovens, No. 249, $123; 
stoves, No. 44, 4-burner, $29. 50; No. 
43, 3- ‘burner, $23. 25; No. 42, $18. 
Puritan pressure gas white porcelain 
range with built-in oven, No. 759, 
$128; stoves, No. 714, 4-burner, $38; 
No. 713, $33; No. 708, 3 burner, $26. ”. 
Ovens, Perfection, 211 
burner, plain door, $2. 50: “No. 2116, 
glass door, $2.70; No. 122G, 2-burner, 
glass swinging door, $6.20. Puritan, 


No. 42G, 2-burner, glass drop door, 
$5.50; No. 42, 2-burner, steel drop 
door, $5.25. 

Oil heaters, Perfection, portable 


kerosene-burning room heaters, No. 
1686, green porcelain, Pyrex globe, 


is easing 











$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 25, 
black drums and trimmings, $7.25. 


Dealers’ discount on net purchases 
of above items of less than $100, 30 
per cent; on over $100, 334% per cent. 
Radiant type gas pressure heaters, 
21 


Nesco oil cook stoves, No. 212, 
$11.50 each; No. 214, $14.60 eac h: No. 
216, $18.60 each; No. 850 range, $46.55 


each; shelf or 2-burner cook stoves, 
$3.50 each; same for 3-burner, $4.35 
each; same for 4-burner, $5.35 each; 
Nesco oil heaters, No. 015, $4.35 each; 
No. 016, $5.45 each; No. 0190, $7 each; 
No. 505, Giant, $7.45 each. Rock 
weave wicks, $2 per doz. 


PAINTERS’ SUPPLIES.—Jobbers are 
taking a fair amount of orders for 
spring shipment. Current demand is 


light. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Mixed paints, first quality, $2.60 
per gal. for colors and $2.75 to $2.80 
for white. 

Turpentine, in bbls., 76%c. per 
gal.; less than bbl., 9144c. per gal. 

Linseed oil in bbls., 90c. per gal.; 
less than bbl., $1.05 per gal. 

White lead in 100-lb. kegs, 13\c. 
per lb.; in 50 and 25-lb. kegs, 13%4c. 
per lb.; in 12%4-lb. kegs, 14%c. per 
lb. Quantity discounts, 500 lb. to 1 


ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 


Enameling lacquers, $1.20 to $1.65 
per qt. 
POULTRY NETTING AND WIRE 


CLOTH.—Orders have been coming in 
fairly well for spring shipment since 
the price came out for next year. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh, 
black, $1.95; 14-mesh_ galvanized, 
$2.60; 14-mesh bronze, $6.10; 16-mesh 
bronze, $6.50. 


PREPARED ROOFING.—Information 
that jobbers have received from some 
of the manufacturers indicates a prob- 
able price reduction shortly. 


JOBBERS’ QUOTATIONS TO at 
TAILERS, F.O.B. CLEVELAND 

Popular grades, light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 


RADIATOR AND REGISTER 
SHIELDS.—There is a steady demand 
for these, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Radiator shields, Gem, adjustable, 
No. 1, $4; No. ie os pr 2, $4. 
No. 3, $5; No. $5; No $5 50; No: 
7 $6; No. 6b, $6: No. 1, $6. 50; No. 8, 
7. These prices are list per each 
pm subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 
Register shields, Gem No. 1, oor 
type, $12; No. 10 floor type, $10; 
2, wall type, $6, and No. 20, aan 
type, $5.20. Prices are net - dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 


RADIO EQUIPMENT.—Sales of re- 
ceiving sets for the holiday trade were 
heavy and some manufacturers were 
unable to make deliveries. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAN 
Tubes, cx No. 112A, §2. 75; cx “No. 
326, $2.25; CX No. 327, $4: CX No. 380, 
$4.25; CX No. 371A, $2 ig. 


Philco 6-180-volt, AB. 686, socket 


356, 327; AB-623, $33; 4- -volt, AB-463, 
$27; AB-423, $30; 6-volt, A socket 
power unite, A-603, $16.50; B socket 
units, B-86, $21; B- 603, $16. 50; Philco 
trickle charger, TC-60, $6. 











48 HARDWARE AGE for DECEMBER 27, 1928 





ROPE.—Jobbers are taking a fair vol- 
ume of business for spring shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 20'4c. 
per lb. for factory shipment and 2ic. 
per Ib. for stock shipment; sisal rope, 
16c. per Ib. for factory shipment and 
16%c. for shipment from stock. 


SHEETS.—The demand is rather dull. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 





24-gage galvanized sheets at $4.40 
per 100 1 


JOBBERS’ oe api ocnd ai RE- 
TAILERS, F.O.B. CL 

Home Comfort Bn eee at bl in 
cartons and in 500-ft. reels with reel, 
3\%c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.2 25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 1% in., $4 per 100 ft. 


WEATHERSTRIPPING.—The demand 
has eased off. Sales have been heavy. 


WINDOW VENTILATORS.— While or- 
ders are fewer than recently, quite a 
few ventilators are still being sold. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Diamond E adjustable ventilators, 
8 x 33 in., $3 og doz.; 8 x 39 in., 
$4.80 per doz.; 11 x 33 in., $5.20 per 
doz.; 11 x 39 in., $5.60 per "doz.; 11 x 
47 in., $6.40 per "doz. 

Continental adjustable, cloth, No. 
937, $4 per doz.; No. 949, $5.40 per 
doz.; No. 1537, $5.20 per doz.; No. 
1549, $6.95 per doz. 





Pittsburgh Looks for Better Business, 
in New Year—Prices Remain Steady 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Dec. 24.—The hardware trade is cheerful about the 
immediate future and year-end inventories will probably show mod- 
erate stocks in the hands of retailers and jobbers. 

The week before Christmas buying brought increased business 
which, as a whole, was satisfactory, although somewhat short of 


the usual pre-Christmas week. 


In the year 1928, business is considered to have been fairly good 
after the first quarter. The depression in the coal industry has 
affected business in general in this territory, exerting a limiting 
influence. It is hoped that this industry’s business will improve in 
1929, thereby helping trade in the district. 

The Allegheny regional advisory board of the Pittsburgh Cham- 
ber of Commerce expects that the first quarter of 1929 will bring 
good business, based upon the expected requirements of cars for 
that period when compared with the same period in 1928. Carload 
shippers expect to need 11.2 per cent more cars for the next quarter 


than in the first quarter of this year. 


No important price changes have been reported. Collections can 


be improved. 


AME TRAPS.—Demand does not yet 
show signs of being satisfied. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Victor, No. 0, $1.10 per doz.; No. 1, 
$1.38; No. d%: $2.44; No. 2, $3.36: 
jump, No. , 59; No. 1, $1.83; coil 
spring, my $1.28; tibbs, 2-trigger, 
$5 per doz.; Silee erip. No. 1, $1.88: 
No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 


ORNAMENTAL FENCE.—Prices_ to 
retailers have been revised in keeping 
with the new schedule recently an- 
nounced by wire manufacturers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Cyclone, LX, 36 in., $6.40 per 100 
linear ms 42 in., $7.20; 48 in., $8; 
F., 36 , $9; 42 in., $10; 38 in., $11. 


itt SUPPLIES.—Business is 
seasonally dull. Oil and turpentine are 
slightly lower than a week ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 1l5c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-Ib. lots; 10 per cent less in 
lots of 500 lb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 75c. per gal. in barrel 
lots; raw linseed oil, 11.7c. per Ib. 
in barrel lots. 


SKATES. — Holiday demands for 
skates have been satisfied and the 


! 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Roller Skates.— Union Hardware 

Co. line, No. 2, 70c. per pair; No. 3, 
75c.; No. 10, $1.05; No. 6, $1.55; 
Winslow line, No. 38%, $1.50; No. 38, 
$1.60; No. 38, rubber-tire, $2.50 per 
pair. 
Ice Skates.—Winslow line, No. 2110, 
65c. per pair, same L. S., $1.12; No. 
2120, $1.20. Same, L. S., $1.50; No. 
2140, $2.20; same, L. S., $2.50. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $26 per 1000 ft.; cushion, 
all felt, No. 18, $2.40 per 100 ft.: No 
19, $2.85 per 100 ft.; No. 20, $3.25 per 
100 ft. 

Burfo, hard bronze, 3 and 4 ft. 
lengths, 5c. per ft. net. Economy, 
for windows, 36 x 36 in., $1 per 
carton of one window set; for doors, 
36 x 84 in., $1.26 per carton of one 
door set. 


weather has not been cold enough to 
create natural skating surfaces and a 
demand for ice skates. 


TOOLS.—New prices have been issued 
on Disston saws and tools, but there 
are only minor changes from those 
hitherto in effect and none whatever in 
the leading items. 


WEATHER STRIPPING. — There 
still a good call for this line. 


is 


, WINDOW VENTILATORS.—Demand 
| continues good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. PITTSBURGH: 
} Continental, metal frame, No. 833, 
| $4.50; No. 837, $4.75; No. 845, $5.20; 
| No. 1137, $5.50; No. 1145, $6.30; No. 
| 1437, $7.30; No. 1445, $8.10. Prices are 
| per doz., net. 
Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
| v937. $4.50; No. V949, $6.10; No. V959, 
| $6.75; No. V1537, $5.85; No. 1549, $7.80. 
} Prices are per doz., net. 
| Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No 
3, “$6.30: Wo. 2. et No. 3, $6. 40: 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz., net. 

Schumacher, wood frame _ sheet 
steel, No. 831, $2.75 per doz., No. 
1137, $4.50. 

Wurldsbest. —All metal, No. 2, $2.50 
each; No. 3, $3; No. 4, $3.50; No. 5A, 
$4: No. 6A, $4.75; No. 6B, $5; all list, 
subject to dealers’ discount of 33% 
per cent. 


WIRE PRODUCTS.— Jobbers have 
completed and announced the new re- 
sale prices based on the latest mill 
price schedule. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


Fence Wire 





per 100 lb. Annealed — 
No. 6 to 9 gage...... $3.00 $3.4 
rae reer 3.05 3°50 
RS PR Aaa 3.10 3.55 
ee Se eS tere 3.15 3.65 
DE. Be ‘wierbohedatsvdks 3.25 3.80 
PORE. wctstindev answerer 3.35 4.00 
No. & yee ree 3.55 4.30 
ee ee ee 3.75 4.55 
tarbed wire (per 80-rod spool): 
2-point cattle . $2.97 
2-point hog .. 18 
4-point hog .. ; 
4-point cattle ; 
2-point cattle (special) ........ 2.25 
Field Ww oven Wire Fence (per 100 
rods): 
OS Pree rr err ee $39.80 
0 SS eee erry rer 55.80 
PEE... Uganda ds udhenmadornaagsn ae 
SD on eevee banseeeeeens saeuae 37.00 
RE a Lied acts kee capa ae 
oy er ere Tre rr 49.20 
Poultry and rabbit (No. 14% 4 gage): 
Bh, ES £5503 piece 54.5 502s aeeee $36.50 
iS Serre er 44.00 
EE: ci winds Swed bv waws ose See 49.50 
Smaller mesh: 
SE, ES ek aw dee Ke eee weer eee $37.00 
OT RR ee eee Fi 
Se ee eer oe 
POR: TE i o5p 0 shiny 6s seen sis eed 





Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 






65c.each 40c. each 
45c. each 


% ft nails, base per keg, $3. 
AUTOMOBILE ACCESSORIES.—The 
weather is favorable to a good move- 
ment in anti-freeze radiator liquids and 
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chains have been doing well on account A ae ag os a oe | » deg EC 730," Bd gg Mag 
. . ee "0a nm osee Oo . « ~™C.; ie , 10C.; NO. (Ud, 
of light snows and ice. 18 in.—30x6.50 |... 19.15 2.50 191gc.; ‘No. 750, 131gc.; No. 791, 13c. 
JOBBERS’ QUOTATIONS TO RE- 19 in.—31x6.50 ere 19.55 2.60 A Shot.—No. 1461, $1. 67; No. 1661, 
TAILERS, F.0.B. PITTSBURGH: 20 in.—32x6.50 ‘a oe ; 
Tire Chains.—Lots of 1 to 9 pairs, 21 in.—33x6.50 coee 20-000 2G BUILDERS’ HARDWARE.—Business 
list less 30 per cent; 10 to 49 pairs 18 in.—30x6.75 rene 20.30 2.85 d Soca . , 3 
(one shipment), list less 35 per cent; = lth = Juba eH oa | still is making a relatively good show- 
4 vA 90 +49 eens “0.19 . H ; a 
Hist ‘less 40 per cent, adjusters, Gc. ase |. ae ie | ee 
to 65c. per pair; pliers, 45c. each: ’ ; . | JOBBERS’ QUOTATIONS TO RE- 
a. No. 1, * .50 per carton; No. 2, wa High Pressure Tires and | TAILERS, F.O.B. PITTSBURGH: 
.25; No. 3, $3 , a ee Butts.—Ball tip, plated, dull brass 
Radiator Compounds. — Denatured ee neers and antique copper, less than case 
alcohol, 1 to 4 barrel lots, 60c. per . ~ eho lots, in 3 x 3 in., $18.50 per 100 pair: 
gal.; 5 to 9 barrels, 58c.; 10 barrels Siz — Ea h 31, 'x 3% in., $19; 4 x 4 in., $30 
or more, 56c.; Prestone, 1% gal. and 30x23 $; ey $1.20 Hinges.—Heavy strap, 6 in., $1.85 
1 gal. cans, $3.60 per gal.; % gal. 30x3 les "“‘Betra Size Cl. 705 130 per doz.; 8 in., $2.85; 10 in., $4.80; 
cans, $3.80 per gal. 30x31, SS. gaunt: 1°30 extra heavy T, 6 in., $2.30 per doz.; 
_ Spark Plugs.—Lots of 100 or over, WEES oe Se 10.05 160 8 in., $3.40; 10 in., $5.40; light strap. 
50c. each; less than 100, 53c. each. 21x4 ees Ss San A ie 11.10 1.90 with screws, packed one pair in a 
AUTOMOBILE TIRES AND TUBES. 32x4 errr: 2 2:00 box. 3 LAs pen Fh og MR. x 
—Sales are of fairly good volume;| 3ix4 90000000000020000) 1398 2.30 4 in., $12.60. 
prices are low and automobile owners| 32x14 15.55 2°35 BP ge ag cig age ng? tg 
are being “sold” on the idea that a} 33%412 a _— Tc et ue ae Te 
34x4's . .. 16.70 2.50 ' ie, dee oe 
good tread of new tires helps to prevent | 5x4» SIND 1995 270 eg See Sy Pe Shes 9 
skidding. 33x5 ence. ee er -s é ys ala hinges 
JOBBERS’ QUOTATIONS TO RE- 3Oxd . 22.70 3.40 sh Mn, S a 7 2 a 
eet, ace, Se eee ee: | BATTERIES.—Demand_ remains very | BOLTS, NUTS AND RIVETS.—There 
Mansfield Balloon Tires and Tubes. a R ee . ss : 
steady for radio dry cell batteries and | 18, not much variation in the volume 
7—Casings—— ieavy there is some stocking of flashlight of business. Prices are reported as 
Regular Duty Tubes, batteries in the belief that a good firm. ‘ mm 
Size 4Ply 6Ply Each rj , 7 JOBBERS’ QUOTATIONS T . 
19 in.—27x4.40 $7.20... ‘$1.40 many will be wanted to service the| +AiLERS, F.0.8. PITTSBURGH: 
21 in.—29x4.40 7.60 $9.50 1.50 flashlights that are given as Christmas Bolts.—All styles, except, stove and 
21 in.—30x4.50 8.45 11.05 1.60 presents. tire bolts, per 100 piece 0 per cen 
19 in.—28x4.75 9.15 Rees 1.65 off list: stove bolts, 75 onl 10 per 
20 in.—29x4.75 9.55 spe 1.70 JOBBERS’ QUOTATIONS TO RE- cent off list; tire bolts, 60 and 10 pet 
21 in.—30x4.75 995 6... 1.5 TAILERS, F. 0. B. PITTSBURGH: pone de So cage alin : 
n.—29x5. E vor 1.75 Broke Unit cs styles. 60 per cent off 
20 in.—30x5.00 10.20 Mere 1.80 Packages den tanes wa within anual ws 
21 in.—31x5.00 10.65 As 1.85 No. 485 : ; $2.22 $2.06 Rivets.—Large, $3.50 base per 1 
= le eB ee ats ae | io eee 3.20 2.97 pieces; small wagon and tinners’ riv- 
n.—28x5.25 » aye .85 i: Sara: 1.92 ets, 60 per cent off list. 
19 in.—29x5.25 11.55 rae. eee ae eRe aaa . 3.00 2.80 \ eee 
4 in.—30x6.25 11.90 18.85 2.00 No. 768 = 1 baa eal 1.22 Lis | DOOR MATS.—This line is doing well, 
—31x5.25 3 3E 2.05 a ve eee 3s S| ‘ re 
18 in:—28x5.50 12.30 .... 2.20 i Rabati ‘OT as usual at this time of the year. 
19 in.—29x5.50 12.65 14.80 2.25 Ce ae neers 1.40 1.30 JOBBERS’ QUOTATIONS TO RE- 
20in.—30x5.50  .... 15.65 2.35 Ee ageieiaees 140 130 TAILERS, F.0.B. PITTSBURGH 
18 in.—30x6.00 15.75 2.25 Re PN 6h 5-06 ocerm a adeos 2.06 1.92 Cocoa, $8 to $15 per doz., according 
19 in.—31x6.00 16.25 2.30 A ns eae 1.93 1.79 to size e; wire, 1514 x 231% in.. $1 each 
20 in.—32x6.00 16.55 2.40 No. 6 dry cells, ignition type, unit 18 x 30 in., $1.50; 22 x 36 in., $2.15 
21 in.—33x6.00 17.10 2.55 packages, 36c. each 35 x 48 in., $3.33. 












Year’s Business Ahead of 1927 
Missouri River Jobbers Report 

















(Kansas City office of HARDWARE AGE) ‘ices are still up on this 
KANSAS CiTy, Dec. 24.—Christmas, 1928, shows that the hard- | commodity. Trade is brisk. 
ware dealers of the Southwest are more and more taking to the rdle | JOBBERS’ QUOTATIONS TO RE- 
of Santa Claus—and liking it. One of the most satisfactory holiday —————ereeeeeeee 
stores in this city is a hardware store. Denatured alcohol, 188 proof, for- 
Volume on the general lines of hardware holds up fairly well, Sart in dds ot FG. 5 ates ee 
despite the loud call for Christmas goods. Wholesalers have some a eo ae nae ae oe 
complaint to register that many dealers did not order their holiday gal.; $6 charge for drums, subject to 





credit on return. 





merchandise far enough in advance. As a result of this delay there | 
was a late congestion of orders. | 
Most jobbers agree that the hardware business in this section will 


AXES.—Some improvement is to be 
noted. Prices hold firm. 
JOBBERS’ QUOTATIONS TO RE.- 










go under the New Year’s wire well ahead of what it was a year | rr eeOUR VER 
ago, although definite figures are not now obtainable. Hirst quality, single-bitted, unhan- 
. . . . . s € 4 ) $ base 

Stoves and stove sundries are still moving rapidly. This has | led ares, S100 sh Spb ae base: 





been one of the best heater seasons on the record of recent years. | BUILDERS’ HARDWARE. — Though 
Guns and ammunition continue to move out in gratifying volume. | quoted prices are but tentatively in 
The duck and quail seasons are on at full tilt and the hunters are | force, the manufacturers have not yet 
many. They insist on high quality arms and ammunition. Trappers | #mounced their new advance, expected 
. momentarily at this writing. The trade 

are busy, too. Their calls for steel traps are heavy and consistent. | 1... peen without definite figures for 
Electric household merchandise is moving briskly. Hardware stores | nearly a month. Business is fairly 


are selling more electric lamps than ever. Radio is going well. | good. 
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OBBERS’ QUOTATIONS TO RE.- 


JOBBERS’ QUOTATIONS TO RE- Raw linseed oil in bbl. lots, 87c. per J 
TAILERS, F.O.B. MISSOURI RIVER al.; boiled linseed oil in bbl. lots, TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 0c. r gal.; raw linseed oil in half CROSSINGS: 

Case lots of 2% x 2% steel butts, bbl. lots, 92c. per gal.; turpentine in Flat head bright screws, 47%-20 
old copper and dull brass | a. bbl. lots, 69c. per gal.; turpentine per cent off list; round head blued 
$19.25 a hundred pair; 3% x $20 in half bbl. lots, 74c. per gal. screws, 42%4-15 per cent off list; flat 
a hundred pair; 4 x 4, $27 a pd a 2 ead brass screws, 42%-15 per cent 

RADIATOR SHIELDS.—Demand is| Df’ ‘lst: round’ head brass screws, 


pair; een %5 bevel inside sets, 

case lots, per doz.; steel bit- i 

keyed front door sets, $18 per doz. good and getting better. 

set; wrought bronze metal, $2.55 per changes. 

set; cylinder front door sets, ca ’ 

bronze metal, $6.50 per set. rAttene §. eee nt RIVER 
S: 


CARRIAGE AND MACHINE BOLTS. CROSSING 
—A fair volume continues to register. 


37%4-15 per cent off lis 
| SKATES.—Business is iamuediats The 
| holidays naturally stimulated trade. 
Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


No price 


Radiator shields, Gem, adjustable, 
No. 1, $4; No. l-a, $4.50; Le 2, $4.50; 


i ; ° 4 I 4 ° 
Prices remain unchanged. ye, 8, ye: do: +.@ Me § Sy: $5.50; No. Ses ‘dhshen Gia, titen tee 
JOBBERS’ QUOTATIONS TO RE. $y.” ‘Shene peices are tit per ench ware Co., Club: No.’ 1624, $0.84 per 
renbatiobac -0.B. MISSOURI RIVER and subject to dealers’ discount of 30 ety — Pe ove i so * No. oa: 
: 4 19; No. 5 0. 
per cent. These models with water | No. '5624%, $1.44; No. 524%," $1.45: 


humidifiers are $1 extra each, list. 


REGISTER SHIELDS.—The call for 
these devices shows improvement as 
winter advances. No new prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 
Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor , ee $10; No. 
2, wall type, $6, and No. 2 all type, 


tubular aluminum, No. 80 hockey, 

$2.96; No. 280 hockey, nickel, $3.56. 

Shoe skates, T. A. Wood shoe com- 

bined with No. 80 Union tubular, 

$5.00 per pair, for men or women. 
STORAGE BATTERIES. — Though 
there have been no severe cold snaps, 
| the outlook is good for better “battery 
| weather.” Prices the same. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Automobiles, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
912.85; 6 volt, 11 plate, thin, stand- 
— ———. oo tenesaae mete. 
thin, for Ford an evrole 06. 

JOBBERS’ QUOTATIONS TO RE- . Z . 
TAILERS, F.0.8. MISSOURI RIVER | TIRES.—Considering that mid-winter 
en | is almost at hand, trade holds up fairly 


Highest quality manila rope, stand- | . 
ard brands, 22c. per Ib., base; No. 2 | well. Prices weak. 


Small carriage, rolled thread, 50-10- 
10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list: small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
from list as of April 1, 1927. 


CHAIN.—Trade is coming in steadily, 
though not in great volume. No price 
changes. 


} 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER $5.20. Prices are net to dealers per | 
CROSSINGS: dozen. "=. 1 and No. 2 are oxidized 
Proof coil chain, % in., $9 per cwt. ag a ae | 

| 

| 

| 

| 





a eee eee ee ROPE.—Business continues rather live- | 
brisk. Travelers are booking future or- ails named iaosenconty aapoggaas 
ders in satisfactory numbers. Prices 
unchanged. 

JOBBERS’ SeOTaT) IONS TO RE 





TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

28 gage, 5 in. lap joint eaves 
trough, $4.75 per 100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 


MILD STEEL BARS.—Trade is still 
healthy in this line. 
what uncertain. 


JOBBERS’ QUOTATIONS TO RE 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3-16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per ewt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—A normal flow of orders is 
coming in for this time of the year. 
The market is weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI! RIVER 
CROSSINGS: 

Common wire nails, $3.40 per keg, 
base (see new extras). 


OILS.—Considering the season, trade 
is holding up satisfactorily. 
uppish and somewhat unsteady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


Prices are some- 


Prices 





manila, standard brands, 20c. per Ib., 
base; No. 1 sisal rope, highest qual- 
ity, standard brands, 19c. per Ib., 
base; No. 2 sisal rope, standard 
brands, 15%c. to 17c. per Ib., base. 


SANITARY PRODUCTS.—Demand is 
positive and dealers report excellent 
satisfaction with this relative new- 
comer in the retail hardware store. 
Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

“Presto” pipe opener, 16 oz. cans, 
$2.15 per doz.; case lots (24), $2 per 
doz.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots (24), $1.85; furniture 
luster, No. 6, ‘‘Presto,”’ 6 oz. bottles, 
$2.75 per doz.; case lots (13), $2.60 per 
doz.; No. 12 ‘‘Presto,’’ $4.5 0 per doz. ; 
case lots (12), $4.32 per doz.; tile and 
porcelain es $1.35 ~ doz.; case 
lots (24), $1.20 per window 
cleaner, $3.75 per doz.; anes lots (12), 

0 per doz.; waterless cleaner. 
$5.55 per doz.; case lots (12), $5.40 
per doz.; “Silvershyn,”’ $1.95 per doz.; 
=. lots (72), $1.80 per doz.; ““Met-L- 
Sh ’ $3.75 per doz.; case lots (48), 
$3. 60; oil soap, $2.75 per doz.; case 
lots (36), $2.60 per doz.; dry cleaner, 
$3.75 per doz.; case lots (12), $3.60. 


SCREWS.—This item shows up some- 
what more conspicuously in orders than 
formerly. No new prices. 


| 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, Sg et 
reg td duty cord, s.s., cl., $7.25; 31 x 

, $11.40; 32 x 4, $12.10; 33 x 4, $12.70; 

95; 33 x 4%, $16.60; 33 x 


$2: 30 x 4.50 $8.90; 30 x 5.25, $12. 

31x 5.25, $12.90; 31 x 6.00, $17.10; ot 
x 60 , $i8. Trucks, 32 x 4%, 8 ply, 
$20.05; 33 x 4%, $21.30; 30 x 5, 926.20; 
32 x $32.40; 36 x 6, 10 ply, $46.60; 
ES $60.15; 40 x 8, 12 ply, $91.60. 

(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES. — Business is only fair, re- 
sponding negatively to lower tempera- 
tures. Price figures unsteady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, 913. 20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz.: Balloon, 29 x 4. “ Fag Yt duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, sia. 70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base, 
vulcanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 








Retail Salesmen Turn to Page 28 
You still have time to avail yourself of the offer of HARDWARE 
AGE a8 announced on page 28. The Clerk’s Contest closes on 
December 30. Christmas experiences should offer many 
topics to write about. Start now and get your letter under 

the wire before closing time. 








Reading matter continued on page 52 

































Xe THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 


BRINGING HOME THE TURKEY 


A friend of mine had his picture taken with a 
motion picture camera, without knowing it. 
When he saw himself projected on the screen, he 
threw up his hands and cried out, “My goodness, 
do I look like that? It’s terrible.” Now, as a 
matter of fact, he did look like that, but the point 
is HE DIDN’T KNOW IT. 

All of us, every day, are doing foolish things, 
of which we are not aware. It is only by checking 
up on ourselves that we get a glimmering of the 
facts. 

One of the greatest automobile manufacturing 
organizations in the country has as its slogan— 
“GET THE FACTS.” Getting the facts about our- 
selves sometimes hurts, but it is only by facing 
cold facts that any of us can make any substan- 
tial progress. 

I knew a man once who seemed to have every 
advantage in the way of appearance, mind and 
manner, but he never got anywhere. One day I 
had occasion to walk several blocks with him in 
the business part of his city. Every few feet, he 
met somebody he knew, stopped them and talked. 
It took us forty-five minutes to make a trip that 
should have only taken ten minutes. Thirty-five 
minutes of that trip was devoted to conversation 
about nothing in particular. 

Afterward I studied this man and I found out 
that was his great weakness. He just couldn't 
allow anybody to pass that he knew without talk- 
ing to him, and, of course, this consumed most 
of his time, so his personal business and the busi- 
ness of his house was completely neglected. I 
regret to say that this gentleman never recovered. 

Once I hired a salesman, and he was to report 


He 
did not show up until ten o’clock. When I in- 
quired where he had passed the morning, he 
blandly said that he only brought one suit of 
clothes with him and he happened to be wearing 


at my office on a certain Monday morning. 


that suit. It needed pressing, so when he arrived 
in the morning, he stayed in the hotel room 
while he had his suit pressed. 

Now Einstein, in his theory of relativity, states 
that everything in this world is related to every- 
thing else. Therefore, speaking relatively, I think 
it would have been better for this young man to 
have reported at eight o’clock in his old suit, even 
if it did need pressing. He indicated bad judg- 
ment in what he desired to do. 

Experience with him as a salesman proved that 
he did not appreciate either the value of time or 
the right time to do things. He never recovered. 

Now what is the point of all this? 
entering a New Year. 


We are 
There are certain things 
that we should do. We are obligated to do these 
things. It takes time to do them. In order to 
make progress along the line we have selected. 
where we desire to make progress, we must elimi- 
nate other things. 
centrate. ' 

Therefore, my suggestion for the New Year is 
that we carefully study the direction in which we 
are using up our energies and our efforts. 
we concentrating, or are we scattering? 

It is my judgment that those who BRING 
HOME THE TURKEY in 1929 are those who will 
concentrate their minds, their energies and 
their attention on the things that they actually 
desire to accomplish. , 


In other words, we must con- 


Are 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


Telephone, Bowling Green 3392 
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Late Christmas Selling Rush Satisfactory 
—N. Y. Trade Reports Holiday Trade Good 


NEw York, Dec. 24.—The last few days of the late rush for 


Christmas gifts wére very hectic in this market. 


Retail stores 


catering to this profitable field kept open late at night, and job- 
bers extended their working hours per day to handle replacement or- 


ders promptly. 


About Thursday of last week the holiday demand 


really started. Last Saturday was the heaviest day for both groups. 
Until the Thursday rush began, local observers were beginning to 


feel apprehensive as to the final volume of holiday trade. 
to press, the shopping is almost over. 


As we go 
Offhand estimates encourage 


the thought that the 1928 Christmas selling season was very satis- 


faetéry in this hardware market. 
There was the usual late rush for tree lights and tree holders; 


which sold in good volume. 


Tree ornaments were the same. 


In the 


last few days shelf hardware was largely forgotten. 

With the decks cleared this coming week, the trade will plan the 
annual inventory. It-is generally predicted: that retail stocks will 
average a little lighter than normal, with wholesale stocks about the 


same as last year. 


It is believed that upward price revisions will be announced 
within the next ten days covering several lines. 





ASH SIFTERS.—Steady sale reported,| BUTTS.—Sale is consistent but not | 
with prices unchanged. Stocks are sat-| heavy. Prices are as shown. 


isfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Rotary ash sifters, $2 each. 


ASHCAN TRUCKS. — Continues 


JOBBERS’ QUOTATIONS ae RE- 
TAILERS, F.0.B. NEW YOR 

Steel butts, 3% by 3%, in case lots, 
18%c. per pair. Less than case lots, 
19c. per pair. 











| 


| 


E veready Flashlight unit cells, No. 
703, 19%c.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 18c.; No. 
761, 1914c.; No. 950, 64%4c.; No. 935, 
64%4c.; No. 409, 32%c.; No. 705, 19%c.; 
No. 790, 18c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


ICE SKATES.—There has been practi- 
cally no outdoor skating in the entire 
territory served by this market up to 
press time. As a gift item this line 
had a very satisfactory sale. Stocks 
are normal and prices. firm.’ / 


JOBBERS’ Me apt eB ng RE- 
TAILERS, F.0O.B. NEW 

Ice skates, hockey aan ae 

with shoes, aluminum, for men or 

+ women, $5. 35 per pair; same nickeled, 
$6.25 per pair. Racing tubulars, the 
same prices in aluminum finish; 
nickeled finish for men, $6.50; for 
women, $6.25. Men’s sizes, 4 to 11; 
women’s sizes, 3 to 

Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp club 
skates, 9 to 11% in., cast steel pol- 
lished runners, 84c. per pair; same 
nickel-p!ated, $1.19 per _pair.- Same 
hockey model, $1.31 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
cast steel runners, $1.12 per 
pair; same nickeled, Pas 44 per pair; 
same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 

Extension bob skates, 6 to 9 inches, 
45c. per pair. Skate key, 5c. each; 
skate halder, $5.25 each. Skate sharp- 
ener, 18%c. each. 

Ice creepers, No. 1, 1344c. per pair; 
No. 3. 15%c. per pair, and No. 9, 32c. 
per pair. 


strap, 


in CARPET SWEEPERS.—Have been ac- | NAILS.—As announced last week, an 
tive during holiday season. Prices not | ; 


good demand, with prices unchanged. 


Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 
Moore’s Handy Ashcan Trucks, No. 

105, $2.20 each, and No, 60, $1.85 each. 


active line in recent weeks. 


Prices 


have been firm. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0,B. NEW YORK: 


Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35%c. 
each. ‘ 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50 

B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 763, $1.15/ in units of 5, $1.05 
each; No. 772 (vertical type), $2.06 


$1.92 each; heavy 
duty, vertical type, No. 770. $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, 97 

New Layerbilt, No. 485, $3. 23 each: 
in units of 5, $2.97 each. 


each; in units of 5, 


BOLTS AND NUTS.—Opinion is very 
much divided among local distributors, 
when it comes to a discussion of prices 
for 1929. It is said that there will be 
no change for the first quarter, but 


this cannot be confirmed locally 
press time. 

JOBBERS’ QUOTATIONS = RE- 
TAILERS, F.0O.B. NEW YORK 

Carriage bolts, 55 off list. 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1\, 30 off 
list. 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Step bolts, 50 
per cent off list. 


Case 


BATTERIES.—Has_ been particularly | 


at 





Reading matter continued on page 54 


Stocks are satis- | 


expected to change. 


factory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Carpet sweepers, Standard, $3 each; 


Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 


Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. ‘ } 
| CLOCKS.—Steady sale throughout the | 
holidays. Prices are the same. | 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK:;:,; 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16: Baby Ben an@ Baby 
Ben luminous take same respective 
prices ry Hur, $1.76; sante lumi- 


nous, "$2.4 
Blue iva, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; | 
Sleepmeter, luminous”7 dial, $2.10 
American, $1.05. 
Auto clocks, Westclox, plain, $1.76: 
same, luminous, $2.46. 


FLASHLIGHTS.—Had active 
gift item. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: | 
Flashlights, No. 2602, 68¢.; No. 2630. | 

84c.; No. 2631, 68c.; No. 2612. ; 

2, $2.08; No. 2674, $2. da No. 

; No. 2642, $2.73: No 
2. . 2669, 84c.; No. 

No. 2619, $1.43: No. 6993, $2.63: No. 

2634, $3.57. Prices are each and net 
Flashlight assortments, No. 71, 

$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNITS.— Heavy re- 
placement trade expected this week to 
refill the flashlights given as Christ- | 
mas gifts. | 


JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. NEW YORK: | 


call as 





advance has been made on nails and 
kindred wire products. We are not 
listing prices until next week in order 


| to be accurate in giving revised quota- 
| tions for this section. Practically all 


| local distributors plan to put the new 
| prices into effect immediately. 


SASH CORD.—Normal demand, with 


prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Sash cord, Samson Spot, No. 8, 65c. 


to 67%c; Aetna No. 8, 30c. to 33t6c.; 
Phoenix No. 8, 39c. to 41c.; Sachem, 
No. 8, 38c. 


No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Prices are firm. Some up- 
ward revision is predicted by certain 
local factors. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head bright iron, 
47%-10-10; round head blue, 42%4-10- 
10; round head, iron, nickel plated, 
27%-10-10; flat head galvanized, 20- 
10-10: flat head, brass, 40-10-10; 
rcund head, brass, 37%-10-10. These 
discounts apply to new _ standard 
screw lists. 

Machine 
head brass and 
discount. 


TIRES AND TUBES.—Steady sale re- 


flat and round 


screws, 
70 per cent 


iron, 


| ported, with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45: heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40: 
tubes, 30 x 3%, $1.40: balloon tire 
a. gray, 29 x 4.40, $1.65; 32 x 6.20, 
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What is Service? 


every door-way, from the one-car garage to 
the largest industrial doorway. They advise 
Richards- Wilcox hardware fot doors because 
they know it’s best; if they didn’t know that 
they'd tell us so, and we’d improve it. 


You may know the answer so far as you are 
concerned. So far as we are concerned we 
know what the right answer is; and that’s 
what we do. 


Richards-Wilcox is primarily a service or- 
ganization. We begin by making the highest 
grade door-hardware. We have within easy 
reach of every important point in the United 
States and Canada a staff of trained engi- 
neers, ready to give service on all door-way 
problems; they’re often serious problems. 


These engineers study your requirements and 
give you unbiased opinions. They know 


We’re able to deliver such service because 
we're the largest and the only makers of 
door-hardware that will efficiently handle 
every door-way requirement. With us door- 
ways are the first order of business. 


Doors—in a building—are the only part of 
it that has to work; the rest of the building 
stands still. 


Don’t experiment with doorway equipment. We’ve made 
all the experiments; we know. Our service is free. Write 
or call our nearest office. 


AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Kansas 


Chicago Minneapolis 


Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,LONDON, ONT. - 


City LosAngeles SanFrancisco Omaha Seattle Detroit. 


Winnipeg 
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Chicago Had Good Christmas 
Trade—Nails Are Higher 


' (Chicago office of HARDWARE AGE) electric welded cow ties, $2.75 per 
CHICAGO, Dec. 26.—Local jobbers are well pleased with the ag- | %%* 


gregate volume of merchandise moved during the pre-holiday sea- | COPPER RIVETS.—Fair demand at 
son. Gift items were unusually active, while staple items more aoe Sas, QUOTATIONS To RE 
than held their own. With the last of Christmas rush orders dis- TAILERS, F.0.B. CHICAGO: 
posed of, jobbers are settling down to a near normal routine. Prepa- mm Ce 


rations for inventory are under way. With few exceptions, retail- | COTTON GLOVES.—New lines and 











ers report a very good Christmas business. new prices for 1929 will shortly be an- 
Nails were advanced 10 cents per keg. Nineteen twenty-nine | nounced by the majority of manufac- 

prices for screen wire and poultry netting were announced by manu- a abs meieieeell We we 

facturers. The new prices show an advance over last season. TAILERS, F.0.B. CHICAGO: ] 


8 oz. cotton gloves, $1.35 per dozen. 


Advances are said to be shortly probable on: brass butts and RLECTRICAL, MERCHANDIRE. A 
° : ° ° ° .—Ap- 
hinges, manila rope and welded chain. Solder, babbitt and window sdlences ‘ink ix eavelalincaitive 6. 


glass prices also show a firmer tendency. mand. Flashlight demand is also im- 
All predictions, by economic authorities carry a favorable tone | proved. Prices remain unchanged. 
and point to a continuance of good, if not improved, business con- TORRENS. QUOTATIONS TO RE- 
ditions in 1929. Electrical goome R se my 
° : ° . : : ° bb ‘ oy t.5 
The steel pepe in the Chicago district is unchanged. Produc- Hinge ve than 1000 ft. lots, Beso: No. ii 
k cords, 5 per n 
tion retains the same level, averaging about 85 per cent capacity. pee eS i usa Gees hey 
Prospects are bright. Firm steel prices prevail. sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 


Little change is reported in the credit situation. Collections have lots of 10, 40c. each; two piece at- 

; t ment ugs, c. eac ry celis, 

a fair average. boxes of 50, 32%¢. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Iron Hot 








AIR RIFLES AND PLAY RIFLES.— | single bit, 3 to eye gu per (dos. point, $4.20; in lots of six, $3.90; Sun- 

2 “ oy Scout axes, 50 doz.; motoris é : 15; la- 
Holiday demand excellent. Prices are | hand axes, $12 doz. egg Me Rn of Ss 6 —— 
unchanged. | BICYCLES.—Christmas sales of juve- Radio Supplies.—Radio B batteries, 


D 779 E, 7. 40 each; case lots of 5, 











7 
chun ee eee RE- —_— nile models, especially, are improving. $1. 30: No. 770, $3 each; packages of 
r Rifl Ne Prices are steady. $2.80; No, 772, $2.06 each; packages 
eee hah tect te | of 5, $1.92; No. 486, $3.20 each; pack 
¢ s 5.06 ach: ‘ a ’ dd ae - y 
=. rifles, Fagg agg Sm gy yg 2 JOBBERS’ QUOTATIONS TO RE.- i ages of 5, $2.97; No. 485, Layerbilt 
peils in holly box). $10.50 each TAILERS, F.O.B. CHICAGO: battery, less than standard packages, 

Play Riffes.-New savage pump $26.23; ladies” model, $25.90; girls’ a 
lay rifle, $3.33 each; F bl eRe ag A ge ond < 98 8 : ages, $2.06 each. 

Carrel pny ‘gun, #34 och | untae Gi Wetton. thea Radio Tubes. —UX-2014, | 9714; 
~ oe, NUTS.— is - UX-199, Se Oe 
AUTON ACCESSORIES. —Tire | mal Prices have been seen pr Poms W71A, $1.7 i ; 
chain demand has been slow, due to the | i : 8 t : 
. | for some ‘time. GLASS AND PUTTY.—Demand is ex- 
absence of inclement weather. Other | 
° F . ° JOBBERS’ QUOTATIONS TO RE. cellent. Stocks are complete. Rumors 
winter items are moving freely. Prices ri 
| —— F.0.B. ‘CHICAGO: are heard of further price advances. 
are the same. Carriage bolts, cut thread, 60 per JOBBERS’ QUOTATIONS TO RE 
| cent discount; small carriage bolts, zs 
rien s. by apt > le RE. rolled thread, 60-10 per cent dis- TAILERS, F.O.B. CHICAGO: 

Spark Pl Gelitdert, for Fords. count; machine bolts, cut thread, 60 , Single strength A, all brackets, 85 
anaes Giaeieat ibe aoa: Gia | per cent discount; small machine per cent discount; single strength B, 
a “x Og oe hg “Re io Blue | bolts, rolled thread, 60-10 per cent all brackets, 87 per cent discount; 
a ee ees ae ee oe discount; all stove bolts, 75-10 per double strength A, all brackets, 85 
jot: { 100. ag A Cc Sp cial Fo iL } cent discount; lag screws, 60 per per cent discount; double strength B, 
ee. ~ - , 00c.; A. C. Specia ra, cent discount. all brackets, 87 per cent ie a 
peep, Gights—Appleton, No. 3280, | BUILDERS’ HARDWARE.—Usual de- | Smnniercial, FFaee. S435, ver 10 

00 each. d. Higher prices are probable on 

Chains.—Non-skid, dozen pair lots, | man _ & Pp > p 0) S.—No 
34 per cent discount. | mortise lock sets and brass butts and HAMMERS AND HATCHETS.—! 

Jacks.—National Standard, No. 21, | hinges. recent price changes, Tool orders, ex- 
$1.30 each. » oli items, are viet this 
$108 ann Rose, 1% in. cylinder, TAILERS, FO. SucT Ariens TO RE- = liday te ’ q 

509 eacn. .0O 

Tires and Tubes.—Mansfield tires, hy x 3% ycoonl ‘butts, naa copper JOBBERS’ QUOTATIONS TO RE- 
duty oversize, $1.05: 34 %'4 Liberty, and ‘dull ‘brass finish, $8.16 per. doz, TAILERS, F.0.B. CHICAGO: 
$9.7 heavy duty, $11.80; tires, 29 x cae anes. Eee: less ——.- Hammers.—First quality, 10 02. 

+ 40, * 3 he Paps dsa “Bonranygl tlhe $2.34 per doz. pair; 4 x 4 steel butts, nail hammers, $12 doz.; 16 oz. ma- 
$19.80: tubes, 30 x 34%, $1.20: balloon eet sae See See Dae, oe chinists’ hammers, first quality, $9.20 
6 tg a a, 29 x'4.40: $1 ca per doz. pair in case lots; less quan- doz.; competitive grade, 16 oz. nail 

Anti-Freeze ‘Mixtures. — Eveready bevel fasta a gs gp lage ig 4 gg a Banden 
Prestone, $3.80 gal. in cans. ae niet Get Ge ee Hatchets.—First quality hatchets, 

Glycerine —"G. P. A... $1.80 gal.: cote, S145 per ot. eee beer =| SN. 2 shingling, $12.50 dos.; | first 
alcohol and glycerine solution. 90¢. cit diocaa oe eee, ee eee | quality hatchets, No. 2 broad, $16.40 

Z ; : . § nit-keyed front door sets, $2.60 per | dosz.: medium uality hatchets, No. 2 
gal. set; cylinder front door sets, $6 per | shingling, 8 ‘doz di lity 
J i set 8 &. 3 medium qu: 
AXES.—No price changes. Sales are ae : ee hatchets, we broad, $12.50 doz 
about equally divided between high | CHAINS.—Demand for coil chain is LARD PRESSES AND SAUSAGE 
grade and competitive quality large at this season. Advances in prices | J... wre 
’ lated & STUFFERS.—Seasonable demand 4 
JOBBERS’ QUOTATIONS TO RE. are contemplated by manufacturers. d ; 
TAILERS, F.0.B. CHICAGO: JOBBERS’ QUOTATIONS TO RE- steady prices. 
pinendied axes, first quality, single | TAILERS, F.0.B. CHICAGO: JOBBERS’ QUOTATIONS TO RE- 
fe “hi to 4 Ib. $18 to $20 per doz., %-in. proof coil chains, $8.75 per | TAILERS, F.O.B. CHICAGO: : 
double bit, 3 to 4 Ib., $23 to $25 per 100 Ib.; ‘“Trade-marked” coil chains, Enterprise No. 25, $8.00 each: No. 
doz.; handled axes, service grade, 50-10 per cent discount. No, 00-4% | 31, $8.65 each; No. 35, $9.50 each. 
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Files that are 
Never Equaled 


Quality, shape and cutting effi- 
ciency are responsible for the big 
demand for SIMONDS SPECIAL 
HAND SAW FILES —the files 
that Carpenters in all sections are 
demanding because they give them 
more service and do a better job of 
hand saw filing. This file has been 
sold to saw filers and carpenters 
for several years and has an estab- 
lished reputation. It has recently 
been imitated—good evidence that 
the SIMONDS SPECIAL HAND 
SAW FILE is a success. While 
copied and made to look nearly the 
same, there is a difference. SI- 
MONDS QUALITY has not been 
equaled. 


Stock SIMONDS SPECIAL 
HAND SAW FILES to meet 
the popular demand. 


Simonds “ 
Saw and Steel Co. 


Hardware Department 


FITCHBURG, MASS. wa 


SIMONDS 


Special Hand Saw File 














’ 
a 
j 
: 








NAILS, WIRE AND STAPLES.—An 
advance of 10c. per 100 lb. is announced 
oy all leading manufacturers. Orders 
are quiet. 


JOBBERS' QUOTATIONS | TO RE- 
TAILERS, F.O.B. CH 

l.c.l. quantities nn ag = and 
ement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails. 
$4 base. 

No. 9 black annealed wire, $3.30 per 
100 lb.; No. 9 galvanized,-plain wire. 
$3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 Ib.: polished fence staples, 
$3.55 per 100 Ib, 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—The oil heater demand 
‘ontinues to maintain a good pee. 
Prices are steady. 


JOBBERS’ QUOTAT i TO RE. 
TAILERS, F.O.B. CHICA 

Perfection.._No. 72, 2 ceed $18; 
No. 73, 3 burners, $23.25; No. 74, j 
burners, $29.50; No. 279 oil range, 
$129; No. 339 oil range, $140. Deal- 
‘rs’ discount on net purchases of less 
than $100, 30 per cent; en all net 
purchases including and _ following 
$100 qualifying order, 33% per cent. 
on all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, $18: 
No. 43, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249 oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, $60; No. 400R, 
$5; No. 215-1105, $51.50; No. 215, $41: 
No. 214-1104, $38.50; No. 214, $30; No. 
213-1103, 0.50; No. 213, $23.50; No. 
212-1102, .50; No. 212, ‘$18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 3314-5 per cent 

Ovens Perfection. — No. LS ee 
burner, plain door, $2.50; 211G, glass 
door, $2.70; No. 122G, 2 burner. glass 
swing door, $6.20. 

Puritan.—No. 412G, 2 burners, glass 
drop door, $5.50; No, 42, 2 burners, 
steel drop door, $5.25. Dealer’s dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. 12, $1.80: No. 05: 
$2.10; No. 5, $2.25: No. 010. $3.90; 
No. 10, $4; No. 22, $4: No 020. $4.50: 
No. 20, $4.75; No. 030. $5: No. 30, 
$5.30; No. 0301, $6: No. 301, $6.30. 
Dealers’ discount 33-5 per cent. 

Perfection and Puritan Wicks.— 
$3 75 per dozen, $45 per gross. Deal- 
rs’ discount same as Perfection 
shoves 

_ Oil Heaters.—Perfection wa 510, 





vag * 1665, 
Perfection 
1526, $9.75: No. 
1686. $16.50. Dealers’ discount same 
is Perfection cook stoves 

Nesco Oil Heaters.—No. 12, $5.50: 
No. 15, $7; No. 016. $8.25: No. 1600, 
$9.75; No. 0190C, $10.50; No. 1900C, 
$12: No. 01990D, $10.50; No. 1900D, 
$12; No. 0190E, $10.50; No. 1900F, 
$12; No. 505, $11.25; No. 605, $12.75; 
Nos. 705C, 705D and 705E, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves Nesco oil heater wicks, No. 
348, 40c. each list: No. 515 Giant. 
list, 75c. each. Discount on Nesco 
heater wicks, 30-5 per cent. 


PAINTS AND OILS.—Normal demand 
at steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, -F.0.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oi!, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 
Denatured 
63c. per gal.; 
returnable. 

Turpentine. Drum lots, 73c. per j 
gal.. net | 
White Lead.—100 Ib lots, $13.25: 50 | 





50: 
Firelight adams: No. 





Alcohol.—Barrel lots. 
steel drums, extra, $6, 
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Ib. lots, $6.75; 2% Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% lb. cuts).—White, $2.58 
per gal, in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb, lots, 6%e 
per Ib. 

Dry Paste. Barrel lots, Tleec. per 


PYREX WARE.—Dealers are finding 
this line so staple that orders are large 
in order to insure adequate stocks. 
Metal mounted pyrex is especially ac- 
tive. Prices are without recent change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bread Pans.—No. 212, $7.20 doz. 
No. 214, $12 doz. 
New Handled Casseroles. 
No. 622, $12 doz.; No. 623, is 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 
Pie Plates.—-No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 
Tea Pot s.—2 cup, $21 doz.; 4 cup, 
$24 doz.; 6 cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No, 
232, $14 doz. 
Gift Sets.—No. 515, $3.42 per set. 
ROPE.—Sales are very active, as a re- 
sult of higher prices expected after 


Jan. ° 
BBERS’ Ge CHICAGO TO RE- 
TAILERS, F.0.B. CHIC 
Best manila, standard a A base, 
20c. per Ib.; ‘No. 2 manila, 18c. per 
Ib.; No. 1 sisal, 15c. per Ib.; No. 2 
sisal, 14c. per Ib. 
SASH CORD.—Demand is of fair vol- 
ume. Steady prices prevail. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

No. 7 standard brands, $5.15 per 
dozen hanks; No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 


SAWS, CROSS CUT AND WOOD.— 
Winter weather is responsible for in- 
creased demand. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each; 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.: 
double braced frame, tuttle tooth 
blade, $11.40 doz. 


SAWS, HAND.—Normal demand at 
steady prices. 


JOBBERS'’ ee icaut TO RE.- 
TAILERS, F.0.B. CHICAGO 


Round 


26 in., $29.50 = 26 in. $33 doz.: 
26 in., "$49.95 doz.: special, 26 in., 
Competition, $6.60 doz. 
SCREEN WIRE AND POULTRY 


NETTING.—Orders are opening up for 
1929 shipment, at the new prices an- 
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polished, $14.50 per doz.; No, 2 shoy 
els, common’ grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol 
ished, $15 per doz.; No. 12. grain 
scoops, polished, $16 per doz; I 
handle furnace scoops, intermediat: 
grade, $8 per doz.; D handle furnac: 
scoops, competitive grade, $5.25 per 

Snow shovels, black, long handles 
steel, 4.40 doz, Galvanized, 17 x 16 
in. blade, $10 doz. 


SOLDER AND BABBITT.—Sales are 
very lively. Prices still unchanged. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt meta! 
$20 per 100 lb.; standard No. 4 bab 
bitt metal, $12 per 100 Ib. 


VELOCIPEDES.—Holiday demand for 
all classes of wheel goods is exception- 
ally good. Steady prices prevail. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each; 22 in. front wheels, 14 in. rear, 
$9.25 each. 

VENTILATORS. — Excellent demand 
at steady prices. 

JOBBERS’ QUOTATIONS | To RE. 
TAILERS, F.O.B. CHICA 

Diamond  E-Metal fastiig cloth 
ventilators, 8 in. hgt. opening, 16 in 
x 33 in., $4.40 dozen; 20 in. x 39 in., 
$4.80; 11 in. hgt. opening, 16 in. x 
33 in., $5.20 doz.; 20 in. x 39 in., $5.60 
doz. Continental, steel frame. cotton 
cloth, 833, $4.50 doz.; 837, $4.75 doz.: 
1137, $5.50 doz.; 1145, $6.30 doz. Con- 
tinental, wood frame, cotton cloth, 
836, $3.60 doz.; 937, $4.50 doz.; 1537. 
$5.85 dez. 





| WAGONS.—This line is very active, 


nounced by manufacturers, which show | 


an advance over last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
ralvanized before poultry netting, 
50-10-5 per cent discount. 

SCREWS.—Buying is more active. 
Prices are very strongly held by the 
manufacturers. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

Flat bright screws, 47% per cent: 
round head blued, 42% per cent: 
flat head brass, 40 per cent; round 
head brass, 35 per cent. Larger or- 
ders 10 per cent less. 


SHOVELS AND SCOOPS.—Demand is | 


somewhat lighter. 


changed. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 
No. 2 shovels, intermediate grade, 
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Prices are un- | 


due to Christmas demand. Prices are 


without recent change. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS. F.0.B. CHICAGO: 
14% x 331% steel wagon, 10 in. disk 


wheel, % in. tires, $3 each: 16 x 36 in 
wood wagons. 10 in. wheels, % in 
tires, $2.85 each 

WEATHER STRIP.—Lighter demand 


is reported. Prices remain steady. 


JOBBFRS’ QUOTATIONS TO RE.- 
TAILERS. F.0O.B. CHICAGO: 

Home Comfort, $32 per 1900 ft.: 
Nu-Strip. $15 per 1000 ft.: Bomeco 
tvpe, A, % in., $2.40 per 100 ft.; Bo- 
meco, type B, 1% in.. $3.20 per 100 
ft.. Bomeco, type AR, % in., $2.40 per 
100 ft.; Bomeco, type BR, 1% in.. 
$3.20 per 100 ft.: Tac-Fzy. 26 x 36 
window, 9%. each; Tac-lEzayv, 42 < 42 
$1 each: Tac-Ezy, 3 x 7 ft. doors 
$1.25 each. 

WINTER SPORTING GOODS.—Colder 
weather is needed to stimulate skate 
sales, though demand is good consider- , 
ing. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Key clamp rocker, men’s and bovs’. 
bright finish, 75c. pair; half key 
clamp rocker, women’s and_ girls’. 
cast steel polished runners, $1.90 
pair: half key clamp hockey, women’s 
and girls’ best steel runners, $1.35 
pair: children's extension bob skates 
polished, 35c. pair; nickel plated, 45« 
pair: Union tubular ice skate outfits, 
$4.60 outfit; Nestor Johnson fiver 
outfits, aluminum finish, $5.25 outfit 
Nestor Johnson flyer outfits, nickel 
plated, $6.00 outfit: Strand — skiis. 
edgegrain pine, 4 ft., 60c. pair; 5 ft 
9c. pair; 6 ft., $1.30 pair; Strand 
skiis, mahogany finish, 4 ft., 8c 
pair; & ft., $1.10 pair; 6 ft., $1.50 pair 

Sleds.—Flexible flyer sleds, 35 per 
cent off list. 
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29th Annual NATIONAL 


Auto 
Shows 


GRAND CENTRAL PALACE COLISEUM 


NEW YORK CHICAGO 
Jan. 5-12, 1929 Jan. 26-Feb. 2, 1929 


Greatly enlarged spaces—more comprehensive exhibits than ever before. 


At New York—American, British, French and German cars. A decorative setting 
surpassing any earlier year. Higher-priced cars grouped on second floor reached by 
magnificent new staircase. Foreign and American cars on third floor. 


All the latest and best in accessories. 


A SHOP EQUIPMENT SECTION open to the trade only until 5 p. m.—except 
on the opening day. This will afford factor y service managers, wholesale distributors, 
dealers and service station operators an opportunity to inspect in comfort the latest 
developments in service machinery and tools. In the late afternoon and evening the 
exhibits will be open to the public. 


TRADE DAYS, inaugurated four years ago, will be in force again. On Monday 
and Tuesday at both shows persons engaged in the trade will be admitted without 


charge from 10 a. m. to 1 p. m. 


Tickets for Trade Days and Shop Equipment Sections will be supplied to all who 
are entitled to them, in advance and on application at the buildings. 


Auspices of National Automobile Chamber of 
Commerce, Inc., with the cooperation § of 
Motor and Accessory Manufacturers Association 


S. A. MILEs, Manager 
366 Madison Ave. 
New York City 
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OW 


More Than 


Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 


portant price change 
the trade is recorded 
these columns weekly. 


in 
in 


The MARKET  RE- 


PORTS as_ found 


in 


HARDWARE AGE are 
the most authentic pub- 


lished. 


Use them as a buying 


guide. 











the 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 


Speed Up 


Wheels of 














A New Line of Star Drills 


A new complete line of Star drills 
from % to 1 in. and in 12 and 18-in. ; 
lengths has beeen placed before the 
trade by the Plomb Tool Co., 2209 
Santa Fe Ave., Los Angeles, Cal. 
Among the many special features 
found in these drills is the hand 
forging and heat treatment to make 
them strong, tough, and capable of 
long use without resharpening. The 
wings are of the proper filets and 
taper to increase the strength. The 
drill centers easily on a mark and 
the wing is neither wide nor long 
enough to bind in the hole. How- 
ever, it is said to be long enough 
to permit sharpening with a file or 
grinding back with a water-cooled 
grindstone without reforging. 

The company states that the drills 
are absolutely guaranteed against break- 
age in service. 





New Catalog for the Faeth Co. 


Hardware and kindred items are classi- 
fied into sixteen departments in Catalog 
No. 47, recently issued by The Faeth Co., 
wholesale distributor of Kansas City, Mo. 

Among the items shown in this catalog 
are hardware and implement supplies, au- 
tomotive equipment and replacement parts, 
machinists’ and blacksmiths’ tools, and 
trimmers’ materials. 

A discount sheet applying to this cata- 
log is issued at regular intervals, insuring 
accurate pricing. 





The Radio Questionnaire 


A mystifying, educational game which 
can be enjoyed by adults as well as chil- 


| dren is manufactured by the Durable Toy 


& Novelty Corp., 220 Fourth Avenue, 
New York City. 

The Radio Questionnaire is a practical 
well-built top, in a sturdy box, printed 
in rainbow colors. Six question cards 
are packed with each Radio Question- 


——— 
STIOMAIRE 2 


Favio avt 








£2U ESTIONAIRE 


| naire, making : total of 180 questions and 

| answers. The cards cover geography, | 
science, literature, history, conundrums and | 
many other subjects of interest. 


To use the Radio Questionnaire, the left- 
hand lever is placed over a question. The 
right-hand lever is turned until the elec- 
tric bulb lights, which indicates the cor- 
rect answer. A battery, guaranteed for 
one year shelf-life, provides the current 
for the small bulb. There are no loose 
wires to get out of order. 





Plymouth Cordage Co. Issues 
Attractive 1929 Calendar 


The subject of the illustration for the 
1929 calendar issued by the Plymouth 
Cordage Co., North Plymouth, Mass., is 
a clipper ship of the early eighties. 

Frank Vining Smith, the artist, has 
depicted a well modeled ship with a large 
cargo capacity and strong rigging, capa- 
ble of carrying on in heavy going, mak- 
ing 24 hour runs of two hundred to three 
hundred miles. The title of the illustra- 
tion is “The Roaring Forties,” applying 
to the latitudes of forty to fifty degrees 
south, the route commonly used by the 
Australian clipper. 





A New South Bend Lure 


The Whirl-Oreno, manufactured by the 
South Bend Bait Co., 368 High St., South 
Bend, Ind., is a new, attractive lure that 
rides high on the surface of the water, 
cutting it with a whirling, churning mo- 
tion and leaving a wake of ripples. It is 
said to be especially tempting to bass or 
pickerel and pike. 





The Whirl-Oreno is a good casting bait 
and is practically weedless. It consists 
of a hook, masked in a gay hackle and 
bucktail combination, headed by a small 
propeller-like enameled float. It is sup- 
plied in three standard colors. 

An easel display card is available to 
dealers, with one each of the three finishes 
mounted on the card. A poster is also 
supplied for attaching to a window. Both 
the card and poster have been designed to 
catch the eye and stimulate the sale of 
the Whirl-Oreno. 





New Morse Structural Reamer 


A new spiral groove structural reamer 
has been placed on the market by the 
Morse Twist Drill & Machine Co., New 
Bedford, Mass. The No. 1702 has been 
designed to be used in any kind of boiler 


———_———————— 


or bridge work, aligning holes with air 
or electric drills or in any reaming in 
structural steel requiring a husky tool. 

It has wide grooves, giving large chip 
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area, a shearing cut with a graduated 
taper and is said to have the quickest 
reaming ability with minimum power. It 
will stand up under difficult conditions 
and render reliable service, says the man- 
ufacturer. 

The reamer is stocked in sizes, 13/32 
to 9/16 in. by 32nds then to 1% in. by 
16ths. 





Carborundum’s Calendar Shows 
Whirlpool Below Niagara 


“An Evening in May at the Whirlpool 
of Niagara” is the title of the most at- 
tractive illustration on the 1929 calendar 
issued by The Carborundum Co., Niagara 
Falls, N. Y. 

The scene depicts the waters of Niagara 
after leav‘ng the Lower Gorge, rushing 
into the Whirlpool. Here they swirl 
around this deep depression. Many favor- 
able comments have been received by the 


company from those who have received 


copies of the calendar. 





American and Imported Arms 
Shown in Stoeger Catalog 


A. F. Stoeger, Inc., 509 Fifth Avenue, 
New York City, has published Catalog 
No. 9, devoted to a complete line of do- 
mestic and foreign arms and ammunition. 

This catalog is dated 1929 and is fully 
illustrated. Among the many items listed 
and described are various types of shot- 
guns, both single and double barrel, re- 
peating rifles, pistols, revolvers, gun cases, 
accessories, and a large assortment of 
ammunition. ; 





A new price list applying to this catalog, | 


dated Jan. 1, has also been issued. 





The Master Straight Side 
Cutting Pliers 


Master Plier Corp., Forest Park, Ill., is 
manufacturing 6, 7 and 8 in. sizes of 
straight side cutting pliers. 
The jaws of the pliers are 
made of vanadiaum tool 
steel and the handles are of 


tempered. The exclusive 
design of Master pliers con- 
sists of four units in place 
of the customary two, com- 
prising each pair of pliers. 
There are two blades and 
two handles, all separate 
units. 

The double action of 
compound leverage is said 
to give three times the cut- 
ting power with the same 
grip on the handle. The 
manufacturer states that 
side strains cannot cause the 
blades of the pliers to pass, 
as the rivets are electrically 
welded in each stationary 
side of the bearing assembly. 
One half the plier dovetails 
into the other half, so tnat the blades 
always remain in perfect alignment. 

The blades of the pliers cut easily and 
cleanly through practically any material 
which can be inserted between them. 





high carbon steel, specially | 








They can’t Fish 
They can’t Golf 
But they CAN PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 
You can’t choose a more oppor- 


yey tune time to urge the painting 











need for floors, woodwork, walls, 
linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these “house- 
bound” men to work and— 


Your Winter 


B OOS t Paint Sales. 














Whom did Daddy buy 


the electric train for 
last Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. 


But the Kids Themselves 


Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 





KEEP TOYS CONSTANTLY ON DISPLAY 














a 


ee 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, sometime in May, 1929 
L. P. Biggs, secretary, 815-816 Southern Trust Building, 
Little Rock. 

CaLiForNIA Retail HarpwarRE & IMPLEMENT ASSOCIA- 
TION CONVENTION, San Francisco, Feb. 12, 13, 14, 1929. 
LeRoy Smith, secretary, 112 Market Street, San Francisco 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, Feb. 
14, 15, 1929. Hotel Taft, New Haven. Henry S. Hitch- 
cock, secretary, Woodbury. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Blowing Rock, N. C., June 11, 12, 13, 1929. Head- 
quarters, Mayview Manor. Arthur R. Craig, secretary- 
treasurer, Charlotte, N. C. 

IpaHo Retart Harpware & IMPLEMENT Deaters’ Asso- 
CIATION CONVENTION, Boise, Jan. 22, 23, 24, 1929. E. E. 
Lucas, secretary-treasurer, Hutton Building, Spokane, Wash. 

Ittino1s RetaiL HARDWARE ASSOCIATION CONVENTION 
AND Exnisition, Hotel Sherman, Chicago, Ill., Feb. 12, 13 
and 14, 1929. P. M. Mulliken, managing director, Elgin, III. 

INDIANA Retart HARDWARE ASSOCIATION CONVENTION, 
Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. Sheely, 
managing director, 911-913 Meyer-Kiser Bank Building. 
Indianapolis. 

Iowa Retai. HARDWARE ASSOCIATION CONVENTION AND 
ExuIsiTion, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, secretary- 
treasurer, Mason City. 

Kentucky Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
22, 23, 24, 25, 1929. J. M. Stone, secretary, 202 Republic 
Building, Louisville. 

LouIst1aNA RetaitL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 5, 6, 7, 8, 1929. Headquarters, 
Hotel Statler. Exhibit at Convention Hall. A. J. Scott, 
secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 19, 20, 21, 22, 1929, at Minneapolis Municipal 
Auditorium. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

MIssIssIPPI RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

Missour! RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Hotel Statler, St. Louis, Jan. 21, 22, 23, 
1929. F. X. Becherer, sec., 5106 No. Broadway, St. Louis. 

MontTANA IMPLEMENT & HARDWARE ASSOCIATION Con- 
VENTION, Bozeman, Feb. 4, 5, 6, 1929. A manufacturer’s 
exhibit will also be held from Feb. 4 to 8, inclusive. A. C. 
Talmage, secretary, Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 15, 16, and 17, 1929. 
Headquarters not yet selected, but in all probability will be 
the Cosmopolitan Hotel. W. W. McAllister, secretary- 
treasurer, P. O. Box 513, Boulder, Colo. - 

NaTIonaAL House FurRNISHING MANUFACTURERS ASSO- 
CIATION CONVENTION, Stevens Hotel, Chicago, IIl., Jan. 14, 
15, 16, 17, 18, 19, 1929. Warren Edwards, secretary, 189 
W. Madison Street, Chicago, IIl. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., sometime in June, 1929. Dates to be 
decided later. H. P. Sheets, managing director, 915-935 
Meyer-Kiser Bank Bldg., Indianapolis. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit at University Coliseum. 
Hotel headquarters will be announced later. George H. Deitz. 
secretary, 414-419 Little Building, Lincoln. 

New ENGLAND Harpware DEALERS’ ASSOCIATION COoN- 
VENTION, Mechanics’ Building, Boston, Feb. 20, 21, 22, 
1929. Geo. A. Fiel, secretary, 80 Federal Street, Boston, 9. 

New York STATE RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Rochester, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Powers Hotel. Exhibit at Edgerton Park. 
John B. Foley, sec., 412 City Bank Building, Syracuse. 

North Dakota Retait HARDWARE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Jamestown, Feb. 12, 13, 14, 
1929. C. N. Barnes, secretary, Grand Forks. 

Onto HarpwarE ASSOCIATION CONVENTION AND Ex- 
HIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 1929. 
Headquarters, Gibson Hotel. James B. Carson, secretary, 
315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Jan. 29, 30, 31, 1929. Chas. L. Unger, secre- 
tary, 207-208 Bloomfield Building, Oklahoma City. 

Orecon Retait HarpwareE & IMPLEMENT DEALERS’ 
AssocIATION CONVENTION, Portland, Feb. 5, 6, 7, 1929. E. 
E. Lucas, secretary-treasurer, Hutton Building, Spokane. 

Paciric NortHwest HarpwaRE & IMPLEMENT AsSsO- 
CIATION CONVENTION, Spokane, Wash., Jan. 30, 31, Feb. 1, 
1929. E. E. Lucas, sec-treas., Hutton Building, Spokane. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, Can- 
yon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC. CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 1929. 
Sharon E. Jones, sec., 610 Wesley Building, Philadelphia. 

SoutH DaxoTta RetaiL HARDWARE ASSOCIATION Con- 
VENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. H. Casey, 
manager, Nicollet at Twenty-fourth Street, Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, Los Angeles, Feb. 20, 21, 22, 1929. H. L. 
Boyd; secretary, 508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Bidg., Atlanta, Ga. 

Texas HArpwareE & IMPLEMENT ASSOCIATION CONVEN- 
TION AND EXHIBITION, Dallas, Jan. 22, 23, 24, 1929. Head- 
quarters, Baker Hotel. Dan Scoates, sec., College Station. 

VirGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. Thos. 
B. Howell, secretary, 602 Broad Street, Richmond. 

West VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Fairmont, Jan. 22, 23, 24, 1929. James 
B. Carson, secretary, 315 Mutual Home Bldg., Dayton, O. 

WEsTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Kansas City, Mo., 
Jan. 15, 16, 17, 1929. Hotel President, general headquar- 
ters. Sessions will be held in Missouri Theater, and the 
Western Hardware Show will be held in Convention Hall. 
H. J. Hodge, secretary, Abilene, Kan. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Auditorium, Milwaukee, Feb. 5, 6, 
7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. Exhibit 
manager, George W. Kornely, 1476 Green Bay Avenue, 
Milwaukee. 














Pyramiding the Sales Check 


(Continued from page 33) 


8. Skill in building up customer’s desire for the recom- 
mended paints, 61 per cent. 


9. Skill in handling questions involving difficulties and 


obstacles, 54 per cent. 
10. Skill in closing sales, 46 per cent. 
It was on this demonstration of strength and weak- 


ness of the retail sales people that this course of in- | 


struction was planned, putting the emphasis on the sales 
points rather than the knowledge of paint. It is the 
belief of those in charge of the instruction that if the 
salesman gets an idea of the better selling methods, he 
will quickly strengthen his technical knowledge of the 
line of paint that he sells. It will be noted that he now 
grades highest on the technical points. 

As to the retail establishment, these 
found: 

1. Desirability of location and neighborhood, consider- 
ing size and type of establishment, 83 per cent. 

2. Appearance of paint on outside of building, 79 per 
cent. 

3. Attention attracting qualities of window display, 

63 per cent. 

4. General impression inside, 75 per cent. 
5. First impression created on entrance, 74 per cent. 
». Orderliness and attention value of paint department, 

61 per cent. 

7. Apparent adequacy of paint stock, considering size 

and type of establishment, 91 per cent. 

8. Condition of paint stocks, 82 per cent. 

9. Apparent practice in regard to determining the cus- 
tomer’s exact paint needs, 64 per cent. 

10. Apparent practice in regard to advising and helping 
customers, 66 per cent. 

In this grading, as in case of the clerks, it will be 
noted that the retailer has equipped himself in certain 
points—rather akin to the technical knowledge of the 
salesman—and has neglected those things which would 
enable him to cash in on his excellent location, for which 
he must pay high rent, and on his adequate stock, which 
means a heavy overhead. Retailer and salesman alike 
are strong on the measured factors and less strong on 
the intangibles. These lessons are supposed to correct 
the unevenness of the score. 

It is suggested by the 
that the cost of a course of lessons be divided between 
the employee and the employer. That is being done by 
paint manufacturers who have organized classes among 
their salesmen. These enrollments started last week. 
The cost of the Retail Selling course is $12, which covers 
We believe that any merchant who takes 


grades were 


rt 





everything. 


Save the Surface Campaign | 


-Harpw ARE AGE for DECEMBER 27, 


the course himself or pays half of the cost for an em- | 


ployee, will quickly get his money back through increased 
sales—especially in the increase of the individual sale 
by selling to the customer what he really needs. The 
employee should eventually profit; for as we understand 
it, the value of the salesperson depends upon his total 
sales at profit prices. Any salesman taking this course 
should be able in time to show a greater volume of sales. 

Full information can be obtained from the Save the 
Surface Campaign, 18 East Forty-first Street, New York 


City. 
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“GEM” apsustase 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


When the “GEM” Adjustable Register Shield for 
Warm Air Furnaces was first advertised, the public 
response was immediate and large. And the demand 
for this favorite item has never stopped growing. 
Retail at: “GEM” Floor Shield, Black, 
$1.25; Ox. Cop., $1.50; “GEM” Wall 
Shield, Black, 65c.; Ox. Cop., 75c. 


Phd 


1928 



























1140 BROADWAY. NEW YORK.NY 
BUY FROM YOUR JOBBER 





‘Tie outstanding 
specialty in the 
paint business 


DUCO 


Made only by du Pont 


E. I. du Pont de Nemours & Co., Inc. 
Independence Square, Phila, Pa. 


[ecco 


®t6.u.5 eat OFF 








When Your Customers Ask for a File Sell Them the 


SWEDISH CIRCULAR CUT FILE. 





Made in Sweden—and fully guaranteed. 


Craftsmen all over the World have been using these files for 

generations. 
They are reliable, 
hold their sharpness. 
Bastard 


have endurance vuniformity of temper and 


Flexible Blades 
Smooth Tanged 
Circular Cut Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 
Order from your jobber today, or write 





memaieer WESTERN IMPORTING CO., Ltd. 
07-109 Lafayette St., New York, N. Y. 
anna Minn. Seattle, Wash. Montreal, Can. 









































A Friend 
of the 
Tool Kit 














Mr. PLASTIC WOOD « 


[Reg. U. 8. Pat. Off] 


In homes where the tool kit works overtime, Plastic 
Wood is invaluable . . . in other homes Plastic Wood 
is almost a tool kit in itself for household repairs . 
mouse holes, damaged furniture, broken toys . . . It 
Handles like Putty, Hardens into Wood and appeals 
to all your customers . from the carpenter to the 
child . 


Carried by Hardware and Paint Wholesalers 
4 lb. can, 35e each; 1 Ib. can, $1.00 each 


12 cans to a carton—tless 3314 % 


Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. 





*A request on your store letterhead will bring a free quarter pound can of 
Plastic Wood for practical use or for making a Plastic Wood manikin. 





























Just try these 


on Your Counter 


The Fairmount No. 555 Nest O’Wrenches combines 
quality, selling speed and a good margin of profit 
to make the dealer's investment in it profitable. 


Properly designed and drop forged, each wrench 
ean be depended upon to give satisfactory service 
Attractively packed, and the package lending itself 
readily to counter and show case display, quick 
and easy sales are assured. And with each sale 
there goes a substantial profit. 


Ask your jobber about this popular Fairmount line 
or write to us for full details. 


FAIRMOUNT 


I F = TOOL & FORGING Co 





GivE SERVICE AND SATISFACTION 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As 
a contemporary puts it: “Some of them 
have been copied, the rest will be.” 





Two Osage Indians took on so much firewater they wound 
up in the hospital. 

“How do you feel now?” a pretty nurse asked the first 
Indian the next morning. 

“Me all right”, said Indian No. 1. “But Joe very sick. Joe 


| he blind. Last night five turkey buzzards with big plug hats 


sit on bed and Joe he nocan see ’em. Joe his eyes very sick.” 


“Now,” said a school teacher to her class in English, “Can 


| anyone give me a word ending in ‘ous’, meaning full of, as 





‘dangerous’, full of danger ?” 
A small boy raised his hand. 
“Well, what is your word?” asked the teacher. 
Then came the reply, “pious, full of pie.” 


“Where's the president of this railroad?” asked the man 
who called at the general offices. 

“He’s down in Washington, attendin’ th’ session o’ some 
kind uv’ an investigatin’ committee,” replied the office boy. 

“Where is the general manager ?” 

“He’s appearin’ before th’ Interstate Commerce Commis- 
sion.” 

“Well, where’s the general superintendent ?” 

“He’s at th’ meeting of th’ legislature, fightin’ some bum 
new law.” 

“Where is the head of the legal department ?” 

“He’s in court, tryin’ a suit.” 

“Then where is the passenger agent?” 

“He’s explainin’ t’ h’ commercial travelers why we can’t 
reduce th’ fare.” 

“Where is the general freight agent?” 

“He’s gone out in th’ country t’ attend a meeting o’ th’ 
grange’an’ tell th’ farmers why we ain’t got no freight 
cars.” 

“Who’s running the blame railroad, anyway ?” 

“Th’ legislatures and investigators.” 


“Watchagotna packidge ?”’ 
“Sabook.” 
‘“Wassanaimuvitt ?” 
“Sadicksunery, fullinaims. 
angottagettanaimferim.” 


Wife’s gonna gettaplecedog 


High Visibility—Wife (putting on fancy dress)—“Oh, 
bother! They have not put enough hooks on this costume.” 
Husband—“Never mind—there’ll be plenty of eyes on it!” 


Playing over an Irish links, a choleric colonel lost his ball 
and accused his caddie of having stolen it. When, a moment 
later, it was found, the golfer began an apology. “Arrah, 
nivir mind at all, at all,” said the boy, “you thought Oi 
was a thafe and Oi thought you was a gintleman, an’ be- 


| gorra, we both made a mistake.” 


The old gentleman was lost in a London fog, so thick 
that he could scarcely see his hand before his face. He 


_ became seriously alarmed when he found himself in a slimy 
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alley. Then he heard footsteps approaching through the 
obscurity, and sighed with relief. 

“Where am I going?” he cried anxiously. 

A voice replied weirdly from the darkness: 

“Into the river—I’ve just come out!” 





First Yokel (as he comes across another walking through 
wood) : “What are ye walking backwards for, Garge?” 

Garge: “So as I can see if anything is comin’ up be’ind 
me. They say these woods be ’aunted!” 





“And, now, children,” said the school teacher, “since 
we've finished the lesson in public speaking for the benefit 
of those who may become transatlantic aviators, we shall 
devote an hour to public silence to train you for the 
Presidency.” 





“Have any of your childhood hopes been realized?” 
“Yes, when mother used to comb my hair I wished I 
didn’t have any.” 





Little Sammy had gone to bring the new kittens in. His 
mother, hearing a shrill meowing, called out: “Don’t hurt 
the kittens, Sammy.” 

“Oh no,” said Sammy, “I’m carrying them very carefully 
by the stems.” 





Disciple of Izaak Walton: “Lend your father my fishing 
rod? I didn’t know he was a fisherman !” 

Tommy: “Please, sir, he only wants it to poke up our 
drain pipe that’s blocked up by some leaves!” 





Wife: “Fancy a woman getting two thousand damages 
for the loss of a thumb. It seems excessive.” 





Henpeck: “But perhaps it was the one she kept her 
husband under.” 
“There’s a limit to all things,” says Ichabod. “I don't 


mind washing the dishes. I don’t mind feeding the cat. 
I don’t mind mending my own clothes. But I'll be durned 
if I’ll wear pink ribbons on my night shirts to fool the 
baby.” 





He: “Nice young girls shouldn’t hold a man’s hand.” 
She: “Oh, yes. Nowadays a nice girl has to hold a man’s 
hand.” 





She called her new sweetie Pilgrim because he made so 
much progress. 





Mose, was shipped overseas on an army transport. Every- 
one liked Mose, even the officers, and one day, as the de- 
jected darkey leaned against the rail, his Captain asked: 

“‘Mose, do you feel sick?” 

“ “No suh, not sick, suh, jes’ sleepy.’ 

“Well, why don’t you lie down, then?’ 

“Well suh, if Ah was to lie down Ah is sure to yawn, 
an Ah is skeert to yawn jes now’.” 





“Doris, have you been drinking?” 

“No, mother.” 

“But your breath smells of liquor.” 

“Yes, father just kissed me goodnight.” 

“But your father doesn’t drink.” 

“]—I—I know, mother, but the iceman drinks, and he 
spends a lot of time with our French maid.” 





RiLE Hardware 


Hardware dealers who would feature builders’ hardware of 

surpassing quality will find it, at its most reasonable price, 

in RITE Hardware. Master craftsmanship endows RITE Hard- 

ware with a personality that is singularly its own. 
Distributed by 


AMERICA’S LEADING JOBBERS 


Manufactured by 


RITE HARDWARE & MFG. CORP. 


Los Angeles, California 











Customer frontage is 
the essence of hard- 
ware retailing. The 
A. M. Griffin Hard- 
ny Co., Plainfield, 







. ae 


1929] 
YOUR BIGGEST YEAR! 


VERY condition is favorable — a prosperous 

country rolling in wealth—approximately $1,500,- 

000,000 will be spent for hardware store mer- 
chandise next year! Are you going to get your share? 
Or are you going to let competition beat you out of 
the business to which you are entitled? 


Q 

Q 

0 

0 

; 

Q 

Q Store arrangement and display is going to be, more 
) than ever, one of your most potent weapons of de- 
0 fence from now on. Make that right and 1929 will 
Q 

Q 

0 

0 

0? 

Q 
¢. 


be your biggest year. 


HELLER 


Business Building Store Equipment 


Check the items you are Interested 
in, tear out this ad and mail it 
today. 


(New Double-Duty Display Tables 
©) Price Tickets for Display Tables 
0) Side Wall Display Cabinets 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohie 
New York Office, 20 Vesey St., 
Suite 500 

65-A 

in margin below 
H. A. 12-27-28 
DOOYOO BDOBOODBODD DODO OOD“ 


Write name and address 


SOOO OOD OOOO OO'DLYY 


> 
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GRIFFIN Hinges of 
distinctive beauty 
and service —form 


the highest stand- 
ard of quality and 


uniformity. 





ERIE PENNSYLVANIA 


vanch Offices, 


Sorte, Fe Satna 
Sen Franeisee, Market St. 
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Fewer Brush Sizes — Quicker 
Turnover 


(Continued from page 27) 


an inch from its standard measure. The proposed 


recommendation to standardize provided for 138 sizes in 
the place of the more than 480 sizes then in distribution. 

It was, however, felt that no attempt should be made 
to standardize bristle, since there are so many kinds and 


| descriptions of bristle and so many mixtures that it is 


believed it would be impossible to standardize its quality. 
It was also suggested that as rapidly as possible the 
industry modify its present practice of ordering by 
number and size, and work toward a designation by size 
only, discontinuing the use of reference numbers. 

The important part of the whole idea of simplified 
practice is its benefits to all concerned—and, therefore, it 
requires the cooperation of all interests. Those who 
stay out deprive not only themselves of the economies 
and increased efficiency which is a part of simplification, 
but prevent the industry as a whole and its customers. 
from securing the full measure of these benefits. 

Some of the specific advantages to the dealer outside 
of those already outlined will be seen in great concentra- 
tion of sales effort on fewer items, decreased capital 
invested in stocks and to the consumer better values than 
otherwise possible, better service and better quality of 
product. In short, standardization in the brush industry 
will enable the dealer to give better service and quality 
at less cost—and this movement deserves his full and 
enthusiastic support. 


Show Them What They Want and 
Show Them How to Use It 


(Continued from page 31) 


the work, those brushes are shown. The salesperson 
can always tell at a glance if the display is complete. 
The customer also is enabled to designate without loss 
of time’in vague descriptions, exactly the type of brush 
that he or she has in mind. 

A novelty display is a sample line of water color 


| brushes stuck into a huge sponge, like pins in a cushion. 
| This display serves not only to attract attention to the 
| water colors and brushes, but to the stock of sponges. 


Boise is a city of 21,000, not particularly different 
from other cities of this size except as its merchants 
have shown themselves to be leaders by displaying for 
the customers those things which are a part in the higher 
living standards in this progressive era. The distance 
of Boise from other distributing centers has its effect 
on the inventories carried by the merchants. 

It is a part of Mr. Metcalf’s sales philosophy that 


| people do not always know what they want. Especially 


women are inclined to think in terms of effects rather 


| than in terms of materials to obtain that effect. His plan 


is to keep informed in what is doing in the way of 
decorations and to lead the community‘ in defining ef- 


| fects in the terms of materials. In other words, Mr. 


Metcalf not only endeavors to “Keep up with the 
Joneses” but to keep several steps ahead in the practical 
definition of the things that the Joneses want; those 
things about which Mrs. Jones has read in her magazines 
or which she saw on her last visit with relatives or at the 


resort hotel. 


Reading matter continued on page 66 
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A Glass Cutter - | 
that’s efficient—and a 
Glutton for Punishment! 


The original Turret Head Glass Cutter. Used by manu- 
facturers, dealers and glaziers the world over. 


Six Tested Cutter Wheels 


Each wheel, hardened and honed by a special process, 


is actually tested on glass before assembly. Wheels are 
numbered and, by loosening turret screw, can be rotat- 


ed and used successively as needed. ; 


Nickel Plated Frame 


Highly polished and so substantially made that it, and 
the comfortably shaped mahogany finish handle, can 
be used indefinitely. 


Replaceable Wheels 


Wheels are easily replaceable, eliminating the necessity 
of buying a complete new tool when cutting edges are 
dulled. : 


Packed in Individual Cartons 


Each tool is packed in an individual carton, 12 in a 
steboard box, making them easy to display, easy to 
handle, and easy to sell It’s a real tool---a Goodell- 
Pratt Tool. 
LIST PRICE 
No. 1 Per dozen $4.40 


Order at least one dozen today. 
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No. 03510 
JIMMY-RESISTING 
RIM NIGHT LATCH 





With Pin-Tumbler Mechanism 








Approved by 
Underwriters’ Laboratories 





Cast Bronze 


This lock provides genuine protection against 
forcible entry. 


The construction of the case and strike prevents 
successful attack on the bolt with a saw or file. 


The Cylinder is screwed into a bronze sleeve and 
anchored in position by two hard steel locking 
pins, which, with the reinforced cylinder ring, will 
resist attempts to forcibly turn or twist it. 








This is a lock that should be in every up-to-date dealer’s 
stock. 
Write us or your jobber. 











The Eagle Quality Line 


Night Latches Cabinet Locks 

Trunk Locks Store Door Sets 

Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Co. 


General Sales Offices 
26 Warren St. New York 


REG. IN U. 8. PAT. OFF. REG. IN U. 8. PAT. OFF. 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 
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_ How Henry White Increased His 
Volume and Reduced Overhead 


(Continued from page 25) 


making up the dozen leaders, are sold at cost or a little 
less. Mr. White does not believe in cost, or less, prices 
for general practice. He is careful to cut prices only 
on articles when a precedent of price cutting has been 
established on the item. These leaders, he says, bring 
in customers who wouldn’t come in otherwise; is good 
advertising, creates good will, offsets like leaders 
offered by “chains,” and conveys the impression that 
the store is interested in seeing that the customers 
receive good values. 

About four years ago the Whites felt their volume 
slipping a little and to counteract this tendency they 
decided to enlarge their house furnishings department, 
taking over the store building adjoining. Mrs. White 
took charge,-doing the buying, supervising the arrange- 
ment, and waiting upon the customers, with the assist- 
ance of a saleslady. The business end was not new to 
Mrs. White, as she has taken care of most of the office 
work, helping out on busy days. Mrs. White found 
that with the women of today doing the greater share of 
the buying, that she is in a better position to serve their 
house furnishings needs, especially, than a man would be. 
From her wealth of household experience she knows 
exactly what there is a demand for, how the article is 
to be used, and how reasonable in price it must be to 
enjoy popular demand. Then, of course, she has the 
added advantage in being able to talk to women cus- 
tomers, in their “own language.” The artistic arrange- 
ment of the stock in the house furnishings department 
shows the value of a “woman’s touch.” The atmos- 
phere is in direct contrast when you step from the hard- 
ware side of the store, through a large doorway into 
the house furnishing side of the building. Women de- 
light in just wandering around, hoping that they will 
find other things they need for their homes. Display 
tables and shelves have been constructed with tops that 
are unusually low, permitting unobstructed view, and mak- 
ing it easy for customers to handle and inspect the 
articles displayed with little effort. Mrs. White has 
succeeded so admirably in conducting her department 
that at present it is one of the most lucrative in the store. 

We noticed that exceptionally neat show cards, with 
pertinent wordings, were extensively used by the store, 
and on inquiry learned that these were the work of Mr. 
| White’s thirteen-year-old son Nelson. The cards would 
do credit to any store. Nelson informed your reporter 
that he became interested in card writing about two 
years ago after he had noticed the poor quality of the 
show cards being used in his father’s store at that time. 

In his art class at school he had received a little in- 
| struction in lettering, and liked it. Because of this he 
felt that he could improve on the quality of the cards 
then being used. In the short space of two years his 
work has shown marked improvement, as his cards now 
present a real professional appearance. He says he is 
interested in Mr. Jowitt’s articles on card writing, which 
are appearing in Harpware AGE, as he secures many 
good ideas from them. He is also careful to note the 
lay-out and make-up of cards he notices displayed in 
other store windows, and makes use of novel ideas. 
During the summer Nelson takes charge of the paint 
department, under his father’s supervision, and during 
the holidays he looks after the toys. His knowledge 
of these lines and of business in general is surprising. 




















